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* Industry's Forgotten Audience 


* Plans for Your Factory Theatre 


* Promoting the Commercial Film 
SINGLE COPY ¢ FIFTY CENTS 
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16 pe 
™m sound motion picture projec* 


... In training and selling 


An INNOVATION in 16mm sound projector de- equipment field. As far ahead as its striking 
velopment . . . the new, sleek Victor “60” com- appearance are the new engineering refinements 
bines modern design and many new mechanical which provide greatest simplicity of operation 
improvements. It is truly the finest training and and peak performance. 
selling tool in industry today. 
As smart in appearance as today’s airplane lug- Learn about this training and selling triumph 
gage — wit ie li sunlight iakbeaee oe by writing today for booklet describing “The 
and matching speaker — the Model “60” fur- New Victor 60” — a booklet of good counsel in 
ther affirms Victor leadership in the 16mm making your sound movie equipment selection. 


VICTOR 


ANIMATOGRAPH CORPORATION 


A DIVISION OF CURTISS-WRIGHT CORPORATION 
Home Office and Factory: Davenport, lowa 

New York © Chicago 

Distributors throughout the World 
















The Verdict of a Consumer Jury 
May Be Quite Unfair... 











But that won't help you if if is 


directed against your products! 





PROOF 


If you want proof that Caravel 
Plans get results, check with 


American Bible Society 
American Can Company 
Associated Merchandising Corporation 
The Bates Manufacturing Company 
Bethlehem Steel Company 
Black & Decker Manufacturing Company 
The Borden Company 
Calco Chemical Company, Inc. 
Cluett, Peabody & Company, Inc. 
Dictaphone Corporation 
E. I. duPont de Nemours 
Eberhard Faber Pencil Co. 

Ethyl Corporation 

; General Motors Corporation 
Godfrey L. Cabot, Inc. 

The B. F. Goodrich Company 
Hart Schaffner & Marx 
Jenkins Bros. 
Johns-Manville Corporation 
Kenwood Mills 
Mohawk Carpet Mills, Inc. 
National Biscuit Company 
National Lead Company 
Pepsi-Cola Co. 
Remington Arms Company 
Socony-Vacuum Oil Company, Inc. 
The Texas Company 
United States Rubber Company 


OR ANY OTHER CARAVEL CLIENT 
































HEN THE WOMEN OF AMERICA begin to demand that 
the claimed superiority of a product be proved by 
test, it's time to do two things—and do them quick... 






























—Make advertising more believable, as 


the majority of advertisers are now doing. 


—Enlist the most powerful corrective me- 





dium available and present the truth in 





pictured demonsirations, factually, dra- 





matically, convincingly. 





If your product can stand the white light of a motion pic- 
ture promotion, we can show you how to reach millions 
of present and future consumers — parents, teachers, 
grade-school children, high-school pupils, college stu- 
dents—and influence them favorably! 


Write for details—let us explain how this Caravel Plan 
applies specifically to your company, to your product. 
Or better yet, name a time when we can frankly discuss 
the plan with your sales executives—either in your offices 
or in ours. 


CARAVEL FILMS 


INCORPORATED 


New York + 730 Fifth Avenue -« Tel. Circle 7-61i1 





’ . 
t wars end, we counseled with our customers tuo 















beware of complacently accepting the easy sellers’ 


market as an immutable blessing. 


Now it is gratifying to report that many of them, 


months ago, made plans for harder selling against the 


Ma ay mS Sah 


day when their product would again strike a normal 
balance between supply and demand. So now, using 
Wilding-created visual media, they are attacking the 
market with films that sell and films that show how 
to sell. 


In many lines it is still not too late to stiffen sales 
efforts with motion pictures that will assure a place > 
well out front when competition once more levels off 


the contestants for business. 


Creators and Producers 
of Sound -Motion Pictures 
for Commercial, Educational 


and Television A pplication. 
@ 
J . 


Wilding Picture Productions, Ine. 
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the Amprosound Premier-20 
16mm. Motion Picture Projector 


4 
3 
4 





For Easy, Quick Cleaning... 


This remarkable new feature permits gate to swing 





out in one unit for easy inspection and cleaning of 
aperture plate and pressure shoe. [t makes possible a 
quick, thorough inspection and cleaning without dis- 
turbing the focus of the projection lens...a feature that 
adds greatly to the simplicity and ease of operation. 


New Speaker for Richer Tone Quality 


The new “Premier-20” utilizes the latest im- 
proved design 12-inch Jensen Permanent 
Magnet, Dynamic Speaker which has 1 wide 


range and adequate power handling capacity 





for moderate-sized auditoriums, 





Streamlined Luggage Type Carrying Cases 


It’s a real pleasure to handle these new matched handsome 
“Luggage Type” Amprosound carrying cases for both pro- 
jector and speaker. They are rugged and 
scratch resistant’... easy to clean. .. richly 
finished in simulated leather ... and offer 
complete protection for your Ampro pro- 
jection equipment. 





This newest Amprosound with 750 or 1000 Watt Lamp, em- 
bodies the results of many years’ experience in designing 
and producing precision 16mm. sound projectors. The new 
features of the “Premier-20,” listed above—as well as the 
many other special Ampro features—set new standards of 
16mm. sound performance, convenience and efficiency of 
operation. 


NOTE: In the illustration, the flywheel is shown 
in phantom view so that you can see the com- 
plete path of the film through the projector. 
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AMPRO CORPORATION, 2835 N. Western Ave., Chicago 18, IIL 
Please send me full details on the new Amprosound “Premier-20” 
16mm. Sound-on-Film Projector. I am also interested in: 


Ampro“Imperial” 16mm. | Amprosound “Century” 16mm. 
° For the complete story, Silent Projector Sound-on-Film Projector 
tacludi " Pees [] Amproslide Amproslide Model “30-D” 
including prices, specifications, ~ 2" x 2” Projector Dual Purpose Projector 


on the new “Premier-20,” 





(_] Ampro 8mm. Silent Projector 


] BSS” 
c ” ”, J 4 / ! 
; send coupon TODAY ! Wiig - 
: ; eee = 
1 . 
AMPRO CORPORATION, Chicago 18, Illinois © A General Precision Equipment Corporation Subsidiary | City F — State siasiliag 



















































S.V.E. 


PROJECTORS 
At No Extra Cost! 


For 28 years, the Society for Visual Education, Inc., has pioneered in 


TRI-PURPOSE 


MODEL AAA—(300 watt) 
Shows single frame and double 
frame 35mm filmstrips and 2° x 
2° slides. 


the development of new and better projectors. Now, in S.V.E. pro- 
jectors Models AAA and AK, you get special, improved-process coated 


lenses at no extra cost to give you finer projection than ever before. 


These new coated lenses were accepted for use only after months 
of testing and re-testing. They result in very definite quality improve- 


ment in showing both black and white and color: 


Greatly increased illumination on the screen 
Increased color fidelity 

Sharper definition and contrast 

Elimination of light scattering and flare 


Better projection for underexposed pictures 


OTHER S.V.E. PROJECTOR 
SUPERIORITIES . 


SIMPLE OPERATION 
SEMI-AUTOMATIC SLIDE CHANGER 
CORRECT VENTILATION 
STURDINESS 

LIGHT WEIGHT 

AC OR DC . 
REWIND TAKEUP 





MODEL AK—(300 watt) 
For 2" x 2" slides. 


See Your Nearest Dealer “Joday 


SOCIETY FOR VISUAL EDUCATION, 
A Business Corporation 


100 East Ohio Street Chicago Il, Ill. 


Le 


HE GROWING POPULARITY of 
detailed Case Histories (see 


pages 23-28, etc.) swamped the 
Editors this month with the re- 
sult that many notable items have 
been carried over into May. You'll 
profit by thorough reading of this 
report, 

Industry is in the spotlight from 


‘cover to cover in this issue, Con- 


fidentially, that’s producer Rep 
Ray in the front cover foreground 
picked this candid 
glimpse because it’s typical of the 


and we 


personal thoroughness and follow- 
through you can expect of an in- 
dustrial-commercial film special- 
ist in this business. 

@ Feature article of the month 
(page 17) is by Daniet S. Rocn- 
FORD. Dan is a staff executive 
with the Employee Relations De- 
partment of the Standard Oil 
Company (New Jersey) at New 
York City. During the war he was 
with the Overseas Branch, Office 
of War Information as Chief, Tar- 
get Area Control. His challeng- 
ing article is based on a talk he 


gave before the recent mid-winter 
Conference of the 


Personnel 
American Management Associa- 
tion at Chicago. 

@ The Treasurer of Priebe & 
Sons, Inc., Epwarp PRieBe, JR., 
authored the article on page 22 


ISSUE 


Chicago: 157 E. Erie St. 





2 of VOLUME 8, 1947 


Ist National Business Journal of 


DANIEL S. ROCHFORD 


which is one of the best we've 
printed on a company’s “real 
life’’ adventures in this film me- 
dium. Arias, the Chicago area 
producer of /t’s Our Business, 
merit this sponsor citation of 
satisfaction, 
@ Two brief reports: one on page 
12 and another on page 39, are 
worth your careful reading. They 
represent exemplary production 
jobs by their creators and make 
an outstanding contribution to the 
cause of outstanding factual films, 
And don’t miss the second ori- 
ginal design feature on pages 20- 
21 which gives plans for a factory 
theatre. 
the rest is up to you! 


Those are our “tips’’- 


—OHC 
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Audio-Visual Communications 


New York: 501 W. 113 St. 


Los Angeles: 1132 West 17th St. 


Issue Two, Volume Eight of Business Screen Magazine. 


Published March 25, 1947. 


Issued 8 times annually at six-week intervals at 157 E. Erie Street, Chicago (11) by 


Business Screen Magazines, Inc. Phone 
and Publisher. 


Director; Helen Hyde, Assistant Editor, 
York: Robert Seymour, Jr., Eastern Editor, 


WHltehall 6807-8. 
E. T. Lundgren, Jr., Director of Production; William Ball, Art 
Robert Rauch, Circulation Mgr. 


O. H. Coelln, Jr., Editor 


In New 
501 W. 113th Street. Phone UNiversity 


1-6670; In Los Angeles, Edmund Kerr, Western Editor, 1132 W. 17th; Phone Richmond 
7-1771. Subscription $2.00 (domestic); $3.00 foreign. Entered as second-class matter 
May 2, 1946 at the post office at Chicago, Illinois under Act of March 3, 1879. Entire 


contents Copyright 1947. 


Trademark registered U.S. Patent Office. 


Wanted 
SALESMAN 
INDUSTRIAL FILMS 


Salesman with top industry and agency contacts preferred. 


Weekly drawing account against liberal commission. 


Pleas- 


ant connection and opportunity for advancement with 
major film producer in New York City. State age, health, 
family status, education, experience and references. All 
information will be kept confidential. Our sales staff has 


full knowledge of this ad. 
Write 
BUSINESS SCREEN, 


to Box 94 
157 E. Erie St., 


Chicago 11 
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With Americans growing ever-increasingly 


conscious of their responsibility as 


citizens, here’s an enlightening 
motion picture for all to see and study 


PICTORIAL 


THE FINEST iN REEL ENTERTAINMENT 


“HOW A BILL BECOMES A LAW" 
= —_ 





Laws created by Congress, administered 
by the executive bodies, and interpreted 
and reviewed by the judiciary branch, are 
a part of each citizen’s daily life. How 
many of us, however, know exactly how a 
law is enacted? . . . where the bill orig- 
inates? . . . what are the channels and 
procedures that follow? ... the steps that 
finally make the bill “the law of the land”? 

HOW A BILL BECOMES A LAW makes 





picTORIAL DEALE 


PICTORIAL FILIAS, Ie 

B.K.0. Building, 
odio city 20 

Radio fim ” 


new 
Please send me your Rental Oo 


n. ¥- 





an exhaustive study of this procedure. 
Each step is sharply defined, illustrated 
and visualized. All possible ways of cre- 
ating new laws are demonstrated. HOW 
A BILL BECOMES A LAW is an en- 
lightening document, a must for students 
in civics, government and citizenship 
classes, for all Americans who want a 
complete understanding of the functions 
of our Congress. 


2 Reels, 

16mm Sound Only — 
Purchase ....$60.00 
Rental ....... $3.50 









Pu rchase oO ioc uae ete, 
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PICTORIAL FILMS, Inc. 


R.K.O. BUILDING 
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RADIO CITY 20, WN. Y. 
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The Slide-Rule Boys on Your 


SALES Force ? 


In your laboratory, in your product- 
development division, are men who 
really know your product—“‘the slide- 
rule boys.’’ How can you put their 
intimate knowledge to work on your 
sales force? Use sound motion pictures! 


Sound films can turn technical 
minds into powerful sales tools . . . can 
take your experts right into the pros- 
pect’s office to back up your sales- 
man’s story with facts-in-action. 


Movie photo-diagrams, animated 


drawings, cutaway views, close-ups of 
actual production steps, actual scenes 
of the product in use—all these point 
out the hidden features, the built-in 
qualities, and explain them as no 
mere word picture ever can. 


Motion pictures have repeatedly 
proved their unique advantages in 
conveying information quickly, accu- 
rately, and convincingly. You can prof- 
it by employing their mighty force — 
to train employees, to sell your prod- 
uct, to “‘talk’’ to dealers. 


1907—1947... Forty Years of Leadership 
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Bell & Howell Filmosound 


Assures Finest Projection 


To be fully effective, sound films must be presented 
with the finest picture and sound reproduction. 
Filmosounds are widely preferred for their rock 
steady, flicker-free, brilliant pictures, for their 
truly natural sound, and for their enduring de- 
pendability. Filmosounds are easy to operate. 
Exclusive features eliminate chances of film dam- 
age. In every respect these fine 16mm sound-on- 
film projectors reflect Bell & Howell company’s 
forty years of experience in manufacturing equip- 
ment for the professional motion picture industry. 


Write for This FREE Booklet Today 


For more information on how sound gy 
films put new life into sales and sales 
promotional campaigns, speed training 

of salesmen and of factory workers, and 
help in personnel relations programs, 
read the booklet ‘‘Movies Go to Work.”’ 
A copy is yours for the asking. Write Moves Cd 
Bell & Howell Company, 7108 
McCormick Rd., Chicago 45. Branches 

in New York, Hollywood, Washington, 

D. C., and London. bi : 
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So insist on having COLUMBIA’S true 1947 “FM” quality 
in your next Sound Slide Film Transcription 
Columbia Transcriptions are now used on “FM”’ stations 


from coast to coast. For your next slide film, don’t accept any- 
thing less than the crystal-clear ‘““FM” brilliance and fidelity 


of Columbia Transcriptions! 


Columbia's slide film transcriptions have the benefit of the 
latest and most advanced studio equipment. Columbia follows 
all N.A.B. technical standards. And Columbia Transcriptions 
are pressed of pure “‘Vinylite”’ for freedom from surface noise 
and true 1947 “FM” quality. From opening fanfare to closing 
signature, every word, every note, is sparkling clear with 
Columbia Transcriptions! May we demonstrate the difference? 


Order COLUMBIA Transcriptions 
For True 1947 “FM” Performance! 


1. Most Advanced Studio Recording Equipment — every 
latest technical development. 


2. Pure “Vinylite” Pressings—for utmost fidelity, mini- 
mum surface noise. 


3. Extreme “FM” Clarity—every word, every note, is 
crystal-clear. 


4. Flexible—shipped safely, reducing breakage costs. 


5. Full Responsibility— Columbia handles the entire job 
—promptly! 
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.-------the eyes learn WHAT | 


._----but the ears learn WHY! 





Tramncriplions 


Division of Columbia Recording Corporation 
799 Seventh Avenue, New York, N. Y. Circle 5-7300 
Chicago: Wrigley Building, 410 North Michigan Ave. 
Whitehall 6000 
Hollywood: 6624 Romaine Street. Granite 4134 
Trade-marks “‘Columbia’’ and @¥ Reg. U. S. Pat. Off. 


MITCHELL 


Von 


The growing 16 mm. motion picture industry has long needed 
a camera which would fulfill every photographic requirement 
—a camera equal in every respect to those used for 35 mm. 
productions. For the past 26 years the Mitchell Camera has 
been dominant in 35 mm. photography. The great films through- 
out the world have always been filmed with a Mitchell. There- 
fore, it was only logical that the first truly professional 16 mm. 
camera should bear the Mitchell trade mark. 

The Mitchell 16” does not invite comparison — simply 
because there is no similar 16 mm. camera with which to com- 
pare it. Patterned after the famed Mitchell 35 mm. cameras, it 
incorporates all exclusive Mitchell features built to professional 
requirements and considered indispensable by major studios. 


FOR YOUR INFORMATION 


here are the answers to a few of the questions that 
have been pouring in regarding the new Mitchell “16” 


How is the camera focused? The “rack-over’” mechanism, a distinc- 
tive Mitchell development, permits the camera to be focused without 
disturbing the lens position. The erect image focusing telescope pro- 
vides two selective magnifications. 


Does the camera movement permit high speed photography? 
You can photograph at ultra-high speeds with no strain on the mech- 
anism. The movement is typically Mitchell — double pilot pin regis- 
tration, precision built, rugged, dependable. 


Is the camera adaptable for sound? The camera functions in 
exactly the same way as all Mitchell double-system sound cameras. It 
may be equipped with a variable speed motor for silent pictures or a 
synchronous or interlocking motor for sound. 


How many lenses does the turret accommodate? The revolving 
turret holds four lenses. Lenses from 15mm. up may be mounted. The 
small thread pitch on the lens mounts gives greater distance between 
calibration points and eliminates play — making focusing a quick, 
positive operation. 


What type of view finder is used? The full-vision view finder is 
very similar to that supplied with Mitchell 35 mm. cameras. The image 
seen is erect and correct as to right and left. 


What provisions are made for mattes and filters? The matte box 
and sunshade unit contains holders for mattes, filters, diffusers, etc. 
Strong, light-weight, serviceable. 


Does the camera incorporate a hand dissolve? Yes. A graduated 
segment marked from zero to 175 degrees indicates the various shutter 
openings. A 240° shutter opening can be furnished. A miniature shut- 
ter shows the position of shutter blades in relation to aperture. 


How may | obtain further information about the Mitchell ‘‘16''? 
By contacting the Mitchell Camera Corporation directly. Upon re- 
quest, you may obtain an illustrated brochure fully describing the new 
Mitchell 16 mm. Professional Camera. 


S;Mitchell 


CAMERA CORPORATION 


666 W. HARVARD STREET - DEPT. 38 - GLENDALE, CALIFORNIA 
Cable Address: "MITCAMCO” 














Jhis is the home of WE ZZ 


world’s finest professional type 16mm. sound film projector 
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Newo.. A PRODUCT ~~ W. SACRAMENTO BLVD + CHICAGO 12, ILL. 


world’s finest 


professional type . a Ti » foremost in sound quality, 
16 mm. sound film projector 


, ~ oulstandingin operational simplicity 
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Dealers...write for information! 








Ford Sponsors Series 
‘Americans at Home’ 


*% Over the past ten years many second-rate 
travel films have been offered school and club 
audiences, and have, moreover, piled up very 
impressive audience totals. By its very subject, 
the travel film is always demand, People 
like to see other places and people, and insti- 
tutions seem to book a film of this type 
whether it is good or bad. 

These impressive audience totals are mis 
leading. Several million people may see a 
poorly edited rehash of old clips and amateur 
footage and come away with nothing but 
antipathy for its sponsor, 

So, with its sure-fire, ready made wide audi- 
ence, the sponsored travel film offers a chal- 
lenge. To accomplish its purpose it must also 
be well-made and entertaining. 

As a part of its public relations program 
for Ford dealers in their communities the 
Ford Company is sponsoring a series of colon 
motion pictures called Americans At Home 
for showings to local audiences arranged by 
their dealers. The series has been planned to 
present scenes of places not well known to 
many Americans, and to present them by 
original, well-made, professionally produced 
films. Transfilm, Inc. is the producer. 

The first picture of the series is Men of 





Gloucester, a story of Gloucester, Mass., its 
fishing industry and sea-faring people. 
Synopsis: Men of Gloucester is narrated by a 
Gloucester man who is returning to his home 
after many months away. He tells of the 
beauty of Gloucester and shows the town, the 
harbor and the ever present sea, But Glouce- 
ster has more than just good looks; every year 
Gloucester men pull in 200,000,000 Ibs, of fish, 

Fishing is Gloucester’s life. The film shows 
the packing and canning plants, the men and 
their women who work in the industry. 

One effective sequence shows the sighting 
of a mackerel school from the fishing boat, 
Santa Maria, and the setting of a net enclosing 
f acres of salt water 170 feet deep. 

A storm comes up, and we can see the lash- 
ing wind and waves; the women quietly wait- 
ing for their men to return. Fishing is a hard 


and dangerous life; over the years 10,000 
Gloucester-men have been lost at sea. 

But storms pass, and we see the annual fes- 
tival in honor of the fisherman's patron, St. 
Peter, This day is celebrated by firecrackers, 
feasts, games, and by the ceremony of carrying 
St. Peter’s image through the streets on the 
men’s shoulders. 

The film closes by showing some good A mer- 
icans at Home living in harmony—men of all 
races—Italian, Portuguese, Canadian, old New 
England Yankees, and a hundred other men 
of Gloucester, 

Technical Notes: Men of Gloucester is a 22 
minute Kodachrome film, photographed last 
summer in Gloucester. Its cast is the men of 
Gloucester themselves, Except for a credit line 
in the beginning and end and the appearance 
of a new Ford there is no advertising. 
Promotion: Special mention should be made 
of the promotional tie-ups arranged for the 
film. The first showing was held in the Glouce- 
ster High School auditorium before 1,500 
“members of the cast,” the Mayor and Gover- 
nor of Massachusetts. ABC’s “Headline Edi- 
tion” news program broadcast interviews on 
the film with Gloucester people. A prominent 
travel magazine is planning a tie-in piece on 
Gloucester for late spring publication. Gary 
Stevens, Transfilm public relations counsel, 
arranged these deals, in addition to consider- 
able lineage in the newspapers. 

Distribution: Ford dealers will arrange for 
showings of the film, supplying prints, or 
projection service if required. 











SOUND ON LOCATION! 


In roaring steel mills... . 
Deep in mines... . 


High in skyscrapers .. . 


The Atlas mobile RCA licensed 
sound system captures the realism 
of sound as Atlas cameras drama- 
tize the movement of industry 


and commerce. 


Sound and motion are synchro- 
nized in the new Atlas labora- 
tories, to bring you the utmost in 
screen presentations. 


Atlas ... for dramatic productions! 





ATLAS EDUCATIONAL FILM CO., OAK PARK, ILL. 


The Seal of Quality 





Since 1913 
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| DA-LITE “PIRSTS- 








193 Da-Lite was FIRST with a tripod 
screen offering single-operation 


192 Da-Lite was FIRST with a fade-proof 192 Da-Lite anticipated ‘‘talkies’’ with 
height adjustment. 


and shatter-proof Glass-Beaded the FIRST perforated sound screen. 
Screen suitable for roller mounting. 











193 Da-Lite brought out the FIRST spring- 193 The Da-Lite Electrol was the FIRST 194 Da-Lite presented the New Challenger 
operated hanging screen in a metal complete, ready-to-install electri- —the FIRST tripod screen with octa- 


case. cally-operated hanging screen. gon case for better fabric protection. 


YOU CAN COUNT ON DA-LITE SCREENS TO GIVE 
VISUAL AIDS THEIR BEST SHOWING 


Your job of selecting the right projection screens is made easy 
by Da-Lite’s history of “FIRSTS” in important screen im- 
provements that mean clearer projection—impressions 
etched more sharply in the viewer’s memory—simpler use— 
and longer and more economical service. Careful buyers 
have been choosing Da-Lite Screens for better results since 
1909. Your dealer has Da-Lite Screens in many styles and 
sizes. Descriptive literature sent on request. Da-Lite Screen 


aa 
Co., Inc., 2723 No. Crawford Ave., Chicago 39, Illinois. 








ales . a) 2 
Bae Da-Lite will soon have available the new ° 
194 Model C—the FIRST auditorium-type screen . | UP on OJECTION 
that can be hung from wall or ceiling or . SCREENS 
mounted in its own portable floor support. °. ° 
} (Reg. U.S.Por.08) FINEST IN SCREENS FOR THIRTY-EIGHT YEARS eksawe® 
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When Our Clients write an Ad 


on 


CLIENT-PRODUCER 
RELATIONSHIP... 








*. .. It is the best film we have ever produced . .. We thought you would like 
to know we are very happy with the whole deal.” 

(from) DEERE & COMPANY 

G. M. Rohrbach 


*. . . [ want to tell you how pleased we are, not only with the quality of the 

film and the fact that it was delivered as speedily as we had hoped, but also 

with the splendid service and cooperation and courtesy that was displayed by 
your organization...” 

(from) NORTHWESTERN BELL TELEPHONE COMPANY 

Stuart H. Kelley 


Client-producer relationship like this is our continual aim. 








Other Pictures Just Thanks to both of these companies for their appreciation — and 
Completed ..... both of them know our continued interest in the use of their pic- 
tures is as great as in the production of them. Such cooperation 
AMERICA TAKES A HOLIDAY in the successful use of films marks our film programs just as 
3-reel Kodachrome for the State of South surely as do our permanent creative staff and our technical studio 
Dakota featuring special symphonic mu- facilities. 
sical score by Jack Shaindlin (March of 
Time music arranger). We'd like to tell you about all of them. 


PILLARS OF PLENTY 
A six-reel film for CARGILL, INC. The 
story of grain handling from field to for- 
eign export. A documentary on this basic 


American industry. 


RAY-BELL FILMS, inc. 


THE KENNY CONCEPT OF THE DIS. 


EASE INFANTILE PARALYSIS—five, 2269 FORD PARKWAY 
foreign language versions from our ST. PAUL 1 , MINNESOTA 





original production—in Spanish, French, 


Russian, German and Greek. 
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To Meet TODAY'S & TOMORROW'S Needs 
For Audio-Visual Sales & Training Aids. ... 
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DeVRY Triple-Purpose Slidefilm Projector for (1) 2” x 2” DeVRY motion picture screens are sized from 30” x 40” to DeVRY High-Impedance microphones deliver high-quality 
(35mm) paper pon pe te slides; (2) for single-frame slide- 20’ x 20’— portable, wall, wall & ceiling models. New tri- reproduction. Fit any standard stand. DeVry electric record 
film; (3) for double-frame slide-film — with motor-driven, pod model has automatic leg opening, screen leveler, shake- turntables take records up to 16” diameter . . . two speeds, 
forced-air cooling. proof safety catch, etc. 33 1/3 and 78 r.p.m. For AC operation only. 


Slide or Slide Film, 16mm or 35mm, Movie Projectors— 
Turntables, Mikes & Amplifiers —Your Best Buy is a DEVRY ... 







ANY, VARIED —and steadily increasing — are the uses to which modern DeVRY Model RS-ND30 sound-on-film 
‘ : S i : : projector for (1) sound or silent films; (2) 
Industry is putting audio-visual sales and training aids. Thanks to the sim- Linchadestiite ar ethan, eitbend entre 


equipment; (3) separate amplifier and 
speaker unit provides indoor or outdoor 
P. A. facilities. 


plicity and efficiency of DeVry cameras, motion pictures now bring to board rooms 
distant or inaccessible operations — in motion, sound and color. In turn — due 
to the portability, adaptability and durability of DeVry projectors — Business to- 
day is able to send to these distant operations its actual management voices and 
personalities — as well as their messages of inspiration and instruction. Through 


motion pictures, DeVry equipment is helping teach workers new trades — as well 





as helping sales outlets sell new merchandise; and service personnel to better un- 
derstand new mechanisms. There is DeVry equipment for helping Business and In- 
dustry get the most out of all its audio-visual sales and training assignments. Color- 
ful literature on DeVry products, as used by the nation’s foremost enterprisers, is 
available without cost or obligation. Write DeVry Corporation, 1111 Armitage Ave., 
Chicago 14, U.S.A. Inventors and developers of audio-visual equipment since 1913. 





35mm AUDITORIUM 
EQUIPMENT 










For Auditorium, Assembly Hall and 
Company Theatres—where 35mm. 
films are to be shown. Get the facts 
about (1) DeVry Theater Projectors 
— sturdy 35mm. precision projectors 
for permanent installations (illustra- 
ted) (2) DeVRY Transportable — 
35mm. sound-on-film projector for use where projector throw does 
not exceed 60 feet (3) DeVRY Portable 35mm _ sound-on-film 





SHOOT your own or your company’s films with 


; the 16mm. version of the movie camera news projector in matched cases— projector in one —amplifier and 
DeVRY stereopticon (top) with lamp capacity up to 1000- cameramen prefer for shots that permit no re- ak . = 

watts for 3 1/4” x 4” slides. DeVRY aide projector (bottom) takes — the camera that recorded the V-2 Rocket speaker in the other. Ideal for road-show and sales or training 
with 300-watt lamp for 2” x 2” paper or glass slides. Motor- expedition to the Ionosphere, 65 miles up. caravans. Use coupon below to get colorful literature — FREE! 


driven, forced-air cooling! 





DeVRY CORPORATION, 1111 Armitage Ave., Dept. BS-D3 -™ 
Chicago 14, Illinois. j 


Gentlemen: [) Please send latest literature on Audio-Visual Sales & Training Aids. | 
C) Please send “Production Pointers” and names of Producers.[] We are inter 
ng in 35mm. motion picture sound equipment; [] with arc amp; [1] with Mazda | 
amp. 


EVRY 





PROJECTORS 


RE CAMERAS AND 


reptile! PICTU 


Only 5-TIME WINNER of Army-Navy “E" for the 
. production of motion picture sound equipment 


Address. 





ee Zone State___ 





| 
| 
| 
| 


In Canada, contact Arrow Films, Ltd., 1115 Bay St., Toronto 5, Ontario, Canada 
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WESTINGHOUSE 


CARTOON AND TECHNICAL 








AMERICAN CYANAMID 

















MARQUETTE WELDING 


complete staff and finest facilities 


for quality animation of every kindsesecescces 


from simple sequences to entire productions. . 


16mm and 35mm, full color and black and white 


Sound Masts, Sne. 


MOTION PICTURE 
AND SLIDE FILM 
PRODUCTIONS 


165 WEST 46TH STREET— NEW YORK 19...3010 BOOK TOWER — DETROIT 26 
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TWO-THIRDS OF U.S. 
TO IMPROVE EMPLOYE 


OTION PICTURES are the strongest 
mass device for influencing human 
emotions. 

Many of the most important decisions hu- 
man beings make, are made emotionally. Ou 
religious faith; whether to marry a_ person, 
or not; whether to have children; picking a 
career; buying a home; even voting New Deal 
or Republican; for most of us these are emo- 
tional decisions, Basically we trust a woman, 
a situation, the management of a company or 
a country, or we do not. A lot of individual 
facts may have gone into the background of 
our emotional decision. But when we have ar- 
rived at it, we are either “for” or “agin” the 
proposition, even if some facts appear to favor 
the opposite view. 

During World War II, 62°, of large U. S. 
employers used “emplovee attitude” or incen- 
live motion picture films. Most managements 
reported use of such films as well worth while. 

Firty CoMPANIES INCLUDED IN SURVEY 

Since the war, according to a survey of 50 
leading U. S. managements made last month 
by the Employee Relations Department of 
the Standard Oil Company (New _ Jersey). 
that 62°, has dropped to 34°%. In other words, 
two-thirds of U. S. industrial managements 
today are not using morale or “employee atti- 
tude” films. It is grimly interesting to note 
that among the non-users are some of the 
managements with conspicuously unhappy re- 
lations with their employees since the war. 

We are not writing about training films on 
paid time. The survey shows that 70°, 
U. S. managements use training films, The 
literature and practices in. this field are fa- 
miliar to most managements. “How to do” 
and “nuts & bolts” film catalogues and films 


ol 


are in every competent training director's 
work-kit. 
We are writing about entertainment and 
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MANAGEMENTS ARE FAILING 


By DaNitEL 8S. ROCHFORD 





educational films, “point of view” films, films 
which are interesting enough to attract the 
employee to them on his own free time. 

Can entertainment and morale films im- 
prove employee-management relationships? 
Can we measure their value in the basic terms 
of employee productivity? 


ARMY AND Navy PRoOvED THEIR VALU! 


The armed forces found during the war 
that they could, The teamwork and fighting 
spirit of a ship could be improved. Gripes 
and boredom of isolated or restless combat 
outfits were relieved. 

Over a period industry can measure the 
effectiveness of post-war incentive and morale 
films in terms of absenteeism, job turnover, 
production rates, and employee cooperative- 
ness. 

If the basics of management-employee rela- 
tionships are bad, movies won't mend them 
anymore than giving a man a new pair ol 
pants would mend his broken leg. But it 
management is trying to be fair with its em- 
ployees and the fundamental relationships are 
wholesome, then incentive films will help 
management meet a lot of problems which it 
can’t handle as well without films. 


‘TURNOVER CAN Cosr Aa Lor Mort 


Certainly nobody could dispute persuasively 
the obvious values in showing entertainment 
and morale films to crews on tankers on long, 
tedious sea voyages, or to men at isolated oil 
well drilling camps. It costs an American 
company perhaps $2,000 to land a crewman 
at an oil rig in Egypt. If he gets fed up and 
wants to go home after a couple weeks, he is 
free to do so. And since the company pays 


his fare, “labor turnover” on that one man 


INDUSTRY’S FORGOTTEN 


ASLEEP AGAIN! 












AUDIENCE 


TO USE MOVIES 


AN OPPORTUNITY FOR ACTION 


may cost enough to pay for a local film pro 
gram for a couple of years, 

Yet some management men may question 
the value of entertainment and morale films 
used in U. S. centers of population where 
employees have access to regular movie 
theatres. 

We have been showing entertainment and 
educational films at lunch hour each ‘Thurs 
day to our employees in the Rockefeller Cen 
ter area in New York City for some time. ‘The 
cost is $700 a year including rental of films, 
pay of the projectionist, maintenance and 
repairs, and the purchase price of the equip- 
ment written off on a 5-year basis. 


THE VOLUNTARY AUDIENCE Is THE BEs1 


Basic wisdom which the army gained during 
the war is the fact that if you want to get a 
point of view across in a movie, it is better 
to show it to a voluntary audience. When 
you force people to see a film, they resist its 
doctrine and suspect it as “propaganda.” If 
they are there of their own free choice, they 
are more apt to accept a film on its merits. 
And as regards getting an idea yeasted about 
among a large group of employees, in most 
cases you do betier by having a relatively 
small group of volunteers see the film and 
spread their reactions to it, than you do by 
forced mass showings. 

This last point is very heartening to indus 
trial and employee relations people who would 
like to show films to employees, but lack a 
large auditorium or meeting room. 

Because our own company lacks an audi 
torium in Manhattan, we run repeat con- 
tinuous showings in the employee clubroom 
from noon to 2:00 p.m. and average 250-300 
employees per day. ‘This is about 10°% of 
our total employees in the immediate area. 
At our offices in downtown Manhattan the 
(CONTINUED ON THE FOLLOWING PAGE) 
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weekly showings also draw capacity at about 
10°% of the potential total. At our refineries 
where screening facilities are even worse, they 
use such places as carpenter shops, etc., and get 
even smaller percentages. Eventually we hope 
for proper facilities and a smoothly flowing 
employee motion picture display circuit 
throughout the operations of our domestic 
affiliates. Meanwhile our affliated manage 
ments are gaining experience. And the results 
already seem worthwhile. 

ANNUAL Cost ONLY $2 PER EMPLOYE! 

With an attendance of only 350 employees 
weekly, it costs us $2.00 a year per employee 
for a post-war weekly incentive film program. 
If we could seat 500 at a showing and run 
three showings, our cost would be 46 cents a 
year per employee. If we could seat 1000 (the 
usually considered desirable top limit on au 
dience size tor 16 mm projection) at each ol 
the three shows, the employee cost per veai 


would be only 23 cents 


h 


Just for comparison, one of our most ef 
ciently managed employee newspapers with 
12,000 circulation, costs us $2.08 per year pei 
employee. | am not suggesting that the movi 
can replace the newspaper. We need both 
These cost figures are cited since so many 
management employec COMMURICATION — pro 
grams omit films today because of manag« 


ment's false notions of film costs. 
Firm Propuction Cost Is RELATIVI 


Using films is not expensive on the free-time, 
voluntary audience basis. Producing films is 
of course expensive, But you don’t have to 
create your own films. There are many good 
16 mm films available on hundreds of subjects 

In our survey of industry’s use of films, we 
found that 38°, of U. S. managements are 
producing films for public relations use. 32°, 
are producing films for employee relations us¢ 

What industry pays for these films varies 
from perhaps $2,000 to $250,000 depending 
upon the length, photography, art work, script 
ing, and casting. 

I'wenty-five years ago when I had my own 
first contact with movie-making in public 
relations work, movie shorts could be bought 


for a few hundred dollars. They were silent 





films, and amateurish by today’s standards. 
$1,000 per minute is a rough rule-of-thumb 
for costs of making films today. Yet 10-minute 
shorts may vary in cost from $2,000 to $85,000 
with an “average” today around $10-15,000. 
Animation costs more than simple live-action. 
Full animation calls for 24 pictures per second, 
or 14,400 picture set-ups in a 10-minute short. 

Our Employee Relations Department re- 
cently completed a 10-minute Hollywood-type 
colored cartoon movie at perhaps 1/8th the 
cost of full animation. Instead of 14,400 dif- 
ferent cartoon variations, we used 108, By 
moving the camera instead of the picture, we 
secured acceptable motion. The little film 
stands up alongside first rate regular movies. 


PAYROLL ExpEeNse Is A Viva ELEMEN) 

Management is right in thinking that pro- 
ducing movies is expensive. But most man- 
agements forget to realize that the big cost in 
the conventional showing of films to employ 
ces during working hours is not the film. It is 
the hourly pay of the employees, For example, 
we and our domestic afhliates have 52,000 
employees. Suppose we had a series of six 
films on basic industrial economics. They 
might cost us $12,000 each or $72,000. 

It would require an hour of each employee's 
time to get him from his work, to the film, 
and back to work. If payrolls average $1.50 
per hour, it would cost $78,000 for us to show 
one of the films and $468,000 to show the series, 

If a job like that is a necessary part of an 
employee's job training, management would 
OK the expense. But where it is merely part 
of his general education as a citizen, operations 
could not afford such a charge. 

In the light of the portal-to-portal pay argu 
ment, management should be quite honest. 
Do not use “free time’ film programs to screen 
films which properly should be shown on paid 
time, 

Employee lunch-hour movies; movies at 
shift changes; movies for employees and thei 
families at evening social functions: movies 
for employees’ children Saturday mornings 
all these morale, incentive and cducational 
showings are within any solvent management's 
budget. The real question is not, “Can we 





afford to use movies this way in promoting 
better management-employee relations?” The 
real question is “Can we afford not to?” 

Robert Ruark, Scripps-Howard columnist, 
on March 7th described U. S. 16 mm films at 
work in Mexico, “Because of the animated 
cartoon known locally as Doe-nal Duke, or 
Donald Duck, Mexican Indians from Cuaji- 
malpa to Merida are boiling their drinking 
water and filling up stagnant water holes 
which breed malarial mosquitoes and alternat- 
ing their crops to conserve the land. The 
Indians come from miles around. They sit in 
their serapes and ponchos, their straw som- 
breros pulled low over their eyes, and they 
gave at the films which are projected on the 
white adobe walls of the local courthouse.” 

It is just as feasible and prudent to toss 
an entertaining, interesting film with an eco- 
nomic point of view to a voluntary audience 
of U. S. literates as part of a weekly series, as 
it is to show venereal disease control films in 
overseas employee areas where people cannot 
read and where employee health is a serious 
management problem. 

Workers Just Don’t KNow THE FActs 

Employees do not need to know all the facts 
about a business. If they believe their man- 
agement is on the level and that any time 
they wanted the facts, management would 
give them, that is frequently enough. The 
goal is not information in itself. The goal is 
employee confidence. 

Millions of U. S. employees are “‘agin” busi- 
ness today because of false ideas of industry 
profits. 

\ National Opinion Research survey last 
\ear showed that 60°, of U. S. employees 
think U. S. industry profits are excessive and 
exceed 259%. They felt that 10°, profits would 
be unobjectionable. 

The facts are that industry profits average 
below 10°. 

People’s actions reflect their beliefs. False 
beliefs will cause bad actions. 

Currently U. S. industry is making a great 
drive to “sell” the American “standard of liv- 
ing,’ not only to Russians, but to U. S. 
employees. 

If “standard of living” were the answer, our 











Workers in this Chicago plant see films 
projected during the lunch hour in a 


convenient open corner of the shop floor 
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Below: An outdoor shadow box screen 


ployee audiences on the night shift at one of the large 










attracts em 


West Coast shipyards; attendance was voluntary. 


base, this ingenious mobile 


venient audience locations. 





fbove: at Mare Island naval 


shadow box took films to con- 
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@ Right: Sizeable audiences were attracted everywhere in the 
U.S. when management offered interesting films to employee 
groups such as this manufacturing plant scene shows. 


@ Another shadow-box arrangement enabled a large aircraft 
company to show films right on the shop floor with little 
difficulty; utilizing a standard model 16 mm sound projector. 













State Department could cure the Russian 
problem by translating two books and ship- 
ping millions of them to the Russian people. 
The two books are the Montgomery-Ward and 
Sears-Roebuck catalogues, If the average Rus- 
sian could buy the merchandise in those books, 
his troubles would be over. 

Here in America, however, we employees 
take for granted what we already have. We 
don’t feel very grateful about it, nor very 
excited. We squawk when it is taken away, 
But we don’t stand up and cheer because we 
don’t have to go outdoors to the toilet every 
morning or boil a kettle of fat to: make ow 
own soap. 

When a stuffed shirt industrialist tells his 
employees that they have the “highest stand- 
ard of living in history,” * 
a hundred years ago,” some of them doubt 


‘more than kings had 


his motives and regard his speech as just 
another way of saying, “You've got enough 
now, so shut up.” 

INDIVIDUAL Is THE KEY 1O PROBLEM 

America’s management-employee problem is 
deeper than “standard of living.” It is the 
problem of respecting and recognizing the 
personality of each individual. Because it is 
essentially an emotional problem, the motion 
picture can help greatly in its solution. 

Man has three great needs, First comes self- 
preservation, This has the $ sign on it. It is 
the basic and first thing his job must supply 
to a man. 

Second is sex, or racial perpetuation. His 
job enables a man to have a wife and family. 

Third is success; his satisfaction in his work; 
his sense of progress and accomplishment; his 
sense of “belonging”; the respect of his boss 
and associates; his standing in his home com- 
munity; and above all, his respect for himself. 

Many jobs in U. S, mass production indus- 
tries fail to satisfy this third need. 

When a job fails to satisfy a man’s need for 
creative accomplishment and ignores his apti- 
tudes, he becomes bored, frustrated, and may 
protest or revolt. It is fuel for absenteeism, 
slow-downs, bad employee morale, and ex- 
pensive job turnover, 

The cure is not simple. It calls for an 
integrated program in which movies are just 
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one item. Many jobs need to be reorganized 
in terms of their psychological effects on the 
human beings who work at them. Too few 
managements have spent the $25 or so per 
employee required for an actual analysis and 
inventory of the aptitudes each employee has. 
If management knew these facts, we would 
make fewer mistakes in job placements. 

Picrurres CAN Hetp Tip THE SCALES 

In college, many students who do not get 
high marks feel that they are successful be- 
cause of extra-curricular activities, Perhaps a 
man is on the football team, or the college 
paper, So in a modern factory or plant. An 
employee whose job is not too exciting may 
be president of the employee welfare associa- 
tion, or active in the band, or in some em- 
ployee club, Or his job enables him to “be 
somebody” in his church, his lodge, or in his 
home community, It’s the balance that counts, 
It’s how his daily existence averages out. 

So while the longer-ranged reformation ol 
U.S. mass industry job practices is shaping up, 
management can do a lot to lick boredom and 
relieve frustration with motion picture pro- 
grams. Regular programs of entertaining and 
educational films make even a good plant a 
better place to work. The entertainment value 
alone helps spice up the employee's interest 
in his daily round. A good comedy gives the 
employees cheering laughter and sends them 
back to work somewhat refreshed. A group 
singing film gets them into the spirit of team 
play. That carries over onto the job. If a 
bookkeeper spends a morning somewhat fed 
up with his job, feeling he is just an unimpor- 
tant cog in a tiresome, impersonal wheel, a 
lunch-hour movie may snap him out of his 
mood, Suppose he is an expert skier. He sees 
a skiing film. He is reminded that he is really 
quite a guy alter all. It restores his self-confi- 
dence and his work is likely to improve. 

\ lot of films are being circulated today, 
aimed at improving employee attitudes toward 
so-called “free enterprise” and against sociali- 
zation of industry. Many managements flop 
dismally in these films. They remind the 
employees how the “old man” started back 
there in 1776 with nothing but a pair of over- 
alls and the business he had inherited from 





his father, Or they take an annual report 
and break it all up into neat little percentages 
which mean about as littl to the average 
employee as the squeal of a pig in a stockyard. 

Firm Musr Give PERSONAL SATISFACTION 

A film, to succeed, must give the employee 
something he thinks he wants. Ask yourself 
“What does the employee get out of seeing 
this film?’ If the answer isn’t clear or can't 
be made clear, skip that film, Don't produce 
it. Or if it’s somebody else’s film and you were 
going to screen it, don't, 

Then make clear your own self-interest in 
producing or showing the film to your em 
ployees. Failure to do this is an even more 
common reason for management film flops 
than ignoring the employee's self-interest. 

Last Christmas a New York restaurant own 
er got generous. He filled his pockets with 
one dollar bills and went down on the Bowery 
to give them away. They were good bills. He 
was on the level, But the bums wouldn't take 
them. They didn’t trust him. They didn’t see 
why anybody would give away money. There 
must be some trick in it, The restaurant man 
had to get a cop to go along with him and 
reassure the bums before they'd accept the 
money. 

If it’s that hard to give away dollar bills 
to the needy, what chance does an employer 
have of giving away ideas when the employee 
wonders what his motive is? 

MAKE YOuR COMPANY’s ANGLE CLEAR 

We humans expect the other guy to try to 
get something from his actions. If a strange 
walks unannounced into your office you are 
immediately on guard against him. You want 
to know his purpose in being there. When 
management starts making movies and talking 
“basic economics,” the employee is on his 
guard until he sees the company’s angle. What 
is management getting out of this film? If he 
sees it is to management's advantage to make 
or screen a particular film, he will measure its 
message on its merits. If he can’t figure out 
management's “angle,” he’s apt to reject the 
whole thing as a clever, disguised bit of ‘“‘man- 
agement propaganda”; just another way of 
saying, “You've got enough now, so shut up.” 
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JANITO 
FIRST PHASE: SHOWING PLANT RECREATION AND LUNCH ROOM FACILITIES CLos 









Plans for Your Factory Theatre 





Part If of an Original Design Series: 
A Plant Training & Recreation Center 











Acoustic Boaro 


Poot 





ERE IS an industrial plant layout which offers interesting pos- 


sibilities for better employee relations as well as increasing os 















efhciency in the training and indoctrination program. 


BusINESS SCREEN’s consulting architect, Clarence Newton, has 
sketched a combination lunch room and recreation center which can 
be converted into a training center with real convenience and economy 
of cost. Conserving floor space, this area is located near stairs, ele- 
Asove: detail showing space for pullman kitchen when area is in 


use for employee lunch facility. Acoustical materials should not be ‘ ; 
applied to walls unless a sound checkup indicates a definite need, sultation room and a pullman kitchen for lunch service. 


vators, an executive ofhice and lavoratories. The plans include a con- 


rg 


Projection Detail: the supervisor's office serves as a projection room 
by means of plate glass “ports” enabling sound-proof operation of 
Traverse Track equipment, Collapsible doors afford good-sized audience facilities. 
For Drapes 


Projection may also be handled in the main room area. Adequate 








RAPES storage space for training equipment 1S provided in the plan, 


Technical data: Room darkening is achieved by means of flame- 
proofed drapes which also lend a decorative note to the room. Drapes 4 
are to be set far enough from window sash and above the floor to allow 


free passage of air for better ventilation when sashes are open. 


Walls between the shop and audio-visual room should be sound- 


‘e@ FY /7//)//)7/77/727277/7/7/)7/7/2)/)2,2/ 27/72/72 2) DTD 


| pb! 
proofed, Acoustic materials may be added within the room (gener- 


om 


52 ally on the ceiling) when conditions indicate their need. If the plant 















STAND on SHELF is not air-conditioned, this space might be served by a portable air- 
) For SPEAKER conditioning unit for greater eficiency during training use. All wir- iN 
Above: screen is in position for visual projection in second phase ing details are subject to local ordinances but the projection equip- x 





when same facilities are used for training, employee indoctrination 
or recreation. Speaker may preferably be built-in above screen, 







ment used is perfectly safe and well within codes throughout the U.S. 











» “sera ettie 





BUSINESS SCREEN MAGAZINE 





20 





Plant Projection: 


* As cited in the feature article by Daniel 
Rochford (preceding pages) there is grow- 
ing appreciation of the value of some ade- 
quate plant and office projection facility. 
Equipping such a room to seat 50, 100 or more 
employees is not expensive if space is avail- 
able; otherwise it will be best to combine a 
recreation, lunch room or training and con- 
ference area for round-the-clock usefulness. 
Ihe ingredients, aside from good 16 mm 
motion picture and 35 mm sound slidefilm 








Employees enjoy noon-hour sound motion picture showings in the RCA Camden, N.J., plant. 
























































apparatus, are adequate seating, good ventila- hibit room at 18-20 Broad Street, New York. 
tion and sufficient darkness for bright screen Planned as an accommodation to exchange 
image. Either drapes or opaque window visitors, the new theatre is expected to be in 
shades will darken the room or a shadow-box operation by fall. 
arrangement around the screen may serve the Last year, over 550 visitors per day visited 
same purpose. A permanent mounting for a the exchange to see how the “big board” op 
wall screen will save a daily hunt for the erates. Feeling that an explanatory motion 
portable screen, usually out on field assign- picture might aid visitors in gaining a better 
ment. over-all picture of how the world’s largest 
Such quarters will pay real dividends in securities market conducts its business, the 
morale as well as in better training. exchange management is planning to screen 
2 the 17 minute March of Time film, Money at 
VISUAL-CAST PROJECT ION, shown here being N.Y. Stock Exchange Theatre Work, at half hour intervals during the trad 
used in Macy’s (NY) Training Department, ing day. 
eliminates use of blackboards. Instructor may @ The New York Stock Exchange has an- The new theatre designs call for a 50 person 
also face class while material is projected on nounced that a motion picture theatre will be seating arrangement and the most modern 
screen just behind. built adjacent to the visitor's gallery and ex- acoustical and projection equipment. 
SECOND PHASE: A VISUAL TRAINING CENTER IS CONVERTED FROM EMPLOYEE RECREATION FACILITIES 
re =" ! 
> =S Bx = =; N= + - aK WS 2 8 
g ‘lCConLapsipLe Drapes STORAGE 
oud 7 si cx For Drapes 

















LL 
O 





= am agate Hod 




















N ol «+ ' 
N Be cereal a eRe ka 

\ L 

N 


























) 














PIFIIIIIFIFIPIAIITITF IIIT I 7 71 





N 
: \) CJ Tancxp 42 oe 
N | SCREEN 
N STOR 
N pahe COND. Grites—} 





a 











OF, © 


LLLL LL LLL ZZ 
| 


2-30"« 24" Ge. SLiDING 
Windows, Top 4'‘6" 
ABove FLoor. 






This is the second of a continuing series of original architectural features for the readers of 


NN Business SCREEN. Clarence Newton of Villa Park, Illinois, is the Consulting Architect. 
0) 
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HEN EVERY SINGLE PERSON 


DOES HIS JOB / 

















































































When the BUYER 
handles the birds 
carefully 


.the RECEIVER 
grades them cor- 
rectly 


the FEEDER 
keeps them eating 





the PICKING 
is done right 


the GRADER is 
fair to the customer 
as well as the 
plant 


the PACKER 
takes pride in his 


work 


the FOREMAN 
makes sure that 
the freezing is fast 
and the car is 
properly loaded 





Then OUR CUS- 
TOMER is pleased 
and his customer 
is pleased 


SCENES FROM A PRIEBE FOLDER ON THE FILM 
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\ MIDWEST POULTRY PACKER DELIVERS CONVINCING EVIDENCE 





Were SOLD on Employee Films 


as told to Business Screen by Edward Priebe, Jr., 


‘Treasurer of Priebe & Sons, Inc. 


EOPLE IN OTHER LINES of business 
had used movies successfully to train 
their employees. 

We knew that, 

But, as everyone does, we felt our problems 
were “different.” Would a movie do the job 
for us? That was the question. 

Our business is packing poultry. That in- 
volves buying it from farmers, feeding, dress- 
ing, grading, packing, freezing and shipping 
it. With 28 different plants throughout the 
Middle West, one of our biggest problems has 
been to keep the quality and appearance of 
our pack uniform, Dressed poultry cannot be 
graded and packed mechanically. There are 
certain standards for determining quality, of 
course, but whether a bird meets those stan- 
dards is often a matter of opinion—and opin- 
ions vary. 

Meerincs AN EXPENSIVE PROPOSITION 

We held graders’ and _ packers’ meetings 
once or twice a year. They helped. But trav- 
eling expenses and lost time made them an 
expensive proposition. 

And, besides that, the more we thought 
about it, the more we felt that in putting 
most of the emphasis on the final grading of 
our product we were overlooking a far more 
basic problem. 

We were teaching our graders to recognize 
the differences between A and B-grade birds 
differences which directly influenced profits. 
What caused B-grade birds? When we faced 
that question, we had to admit that probably 
75°, of them were caused by improper han- 
dling in our own plants. The other 25°, were 
B-g1 
often our buyers were taking them in at A- 


ade birds when we bought them, but too 


grade prices. 

In either case, it was costing us money. 

And simply teaching our graders how to 
recognize B-grade birds was not helping to 
reduce their number. ‘To do that we had to 
get at the root of the trouble, and reach all 
of our employees. 

We had to impress them with the difference 
in value between an A and a B-grade bird. 

We had to show them how even one per- 
son's carelessness could turn a perfectly good 
bird into a B-grade chicken, nullifying all the 
good work done by others in the plant. 

JoB RELATIONSHIP Was IMPORTANT 

Then, taking the positive approach, we had 
to show how the different jobs in the plant 
dovetailed and how, when every job was done 
right, the product was right and the customers 
were satisfied—which meant more business for 
us and more jobs in Priebe plants. 

We had to build up, in each individual, 


an interest and a feeling of pride in the final 
package, as well as a willingness to recognize 
and assume his share of the responsibility 
for it. 

Would a movie help us to do the job? 

Would the cost be within reason? 

We investigated. A motion picture with 
sound and in color would cost no more than 
two or three graders’ and packers’ meetings. 
And, with a picture, we could reach all of our 
employees, whereas travel and time expenses 
limited our packing plants to two or three 
representatives each at such meetings, Fur- 
thermore, once a film was made, it could be 
used for several years—an important consider- 
ation because, in a business as seasonal as 
ours, there inevitably is a large labor turnover. 

So we produced /t’s Our Business, starring 
the employees in our plants, with Wrong-Way 
Roger, the guy who always gums up the works, 
as the villain. 

Making the picture actually helped crystal- 
lize our own opinions on some debatable 
points of procedure, 


We LEARNED FROM EACH SHOWING 

Showing the picture proved almost as 
much of an education to us as it was to ow 
audiences, Our employees viewed it critically 
and it prompted them to suggest improve- 
ments which, in one or two instances, made 
the methods shown in the film almost obsolete 
before we completed the tour of the plants. 

We showed the film at dinners given for 
all the employees and their wives or husbands. 
Before showing it we outlined briefly the 
work of the different departments, naming the 
persons in that particular plant who were re- 
sponsible for the different jobs so they would 
identify themselves with the person shown 
doing their job in the picture. 

There was always considerable discussion 
after the movie was over, which gave us an 
opportunity to re-emphasize the points that 
had been made. Then everyone was given a 
folder to take home—a brief pictorial sum- 
mary of the film they had just seen, 

FAMILIES SHOWN IMPORTANCE OF JOBS 

We had a definite reason for showing the 
film at dinner meetings: We wanted wives or 
husbands of our employees to know more 
about the jobs which members of their fami- 
lies were doing and to understand their im- 
portance. 

However, I'm not sure that the social part 
of the meetings didn’t detract, to some extent, 
from our primary purpose. At least this year, 
when we show the film again—as we plan to 
do before the poultry packing season starts, 
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we're going to show it in the plants during 
working hours. 

Did the film do the job we expected it to? 
We think it did. 

However, we recognize that if we are to get 
the maximum benefit from it we must follow 
through. Our day-to-day instructions must 
be consistent with the ideas and methods 
shown in the film or it will be forgotten as 
just another picture, which had little or no 
relation to actual plant practices, 

The movie set up an ideal and our job now 
is to live up to that ideal, to make it real. 

Although the movie was made primarily as 
a training film, we have been surprised to find 
how many other uses we have found for it. 

It has proved to be a good sales film. Cus- 
tomers who see it are favorably impressed by 
the effort we are making to put up the kind 
of a product they want. 

It has proved to be a good educational film 
as well. Instructors in high school agricultural 
courses and in college poultry departments 
have asked if they might show it to thei 
classes. We believe, indirectly, it will suggest 
to many students the possibilities in the poul- 
try processing business and particularly in 
our Own company. 

It has also proved to be a good public rela- 
tions film. Shown, by request, to service clubs 
in towns where we operate, it has helped to 
give other business men an understanding of 
our industry and what it means to the com- 
munity. 

As an investment, our first movie continues 
to pay dividends! * 


HIGHWAY PUBLIC RELATIONS 


* Caterpillar Tractor Co, is presenting 
something new in the way of industrial films. 
Produced for “Caterpillar” by the Calvin 
Company, motion picture producers of Kan- 
sas City, Missouri, a new film is intended to 
awaken the public to a need for maintaining 
and building superior roadways. Entitled, 
Highways Ahead, in 16 mm full color with 
sound, the picture incorporates beauty and 
information in a way that is said to be pleas- 
ing and different. 

heme of the picture is the close conjunc- 
tion of our national roadway system with the 
development of trade and travel throughout 
the nation. It traces the development of our 
highways from Indian paths through covered 
wagon trails to the invention of the automo- 
bile and stresses today’s great need for better, 
safer highways. The problems that accom- 
pany the increasing burdens of traffic ow 
highways are being forced to bear along with 
the solutions to some of these difficulties are 
graphically called to public attention. 

Ihe famed Pulaski Skyway in New Jersey 
and the Pennsylvania Turnpike are used to 
show how some of our highway problems can 
be solved. Sections of these two highway sys- 
tems are analyzed and we are shown how safe- 
ty and efficiency were figured into their con- 
struction. The importance of these two factors 
in our future highway construction is stressed 
throughout the picture. 
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Case History: review & analysis 
of the new commercial films 


HE HIGH QUALITY of new commer 

cial film production reviewed by the 

Editors of Business Screen this past 
month is a tribute to the growing awareness 
of sponsors and a credit to those who produce 
for them, ‘There have been great factual films 
in the past but pictures like The Gift of 
Green, Mr. Bell, Bill Bailey, By Jupiter, and 
others now current are advancing this medi- 
um to a new high mark in public esteem. 


BELL CENTENNIAL PICTURE 

Sponsor: American Telephone and Telegraph 
Company. Film: Mr. Bell. Producer: 
RKO Pathe, Inc. 


*% Problem: The 100th Anniversary of the 
birth of Alexander Graham Bell, inventor of 
the telephone, occured this year on March 3, 
1947. As a part of the nation-wide tribute of 
the Bell System companies it was decided to 
film a factual story of Bell’s work and accom- 


plishments. 


Solution: The motion picture Mr. Bell was 
written and produced so that this and late 
generations might have an action portrait of 
the inventor of the telephone as he looked, 
as he talked, and as he thought. It is intended 
as a fitting and practical memorial to its 


founder, using an art form that is not only 
the nearest thing to seeing and hearing the 
man himself, but also one that he did so much 
to bring into being. 


Synopsis: Boston in the 1870's, with its hoop 
skirts, bustles and antimacassars, its high- 
wheeled bicycles, literary luminaries and Vic- 
(CONTINUED ON THE NEXT PAGE) 


Raymond Edward Johnson as “Mr. Bell” 
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Case History: 2 


torian architecture, provides the flavorsome 
historical background for this Bell Centennial 
film. 

Several of the sequences show Bell as a 
teacher of the deaf—a role in which he neveo 
lost interest. There is a series of scenes in 
which Bell explains the harmon telegraph 
and the telephone to Gardiner Hubbard, who 
backed his experiments and whose deal daugh 
ter, Mabel, the inventor later married 

In classrooms, Bell describes the principles 
of visible speech and demonstrates the simi 
larity between the human ear and his tele 
phonic instruments. ‘he events leading to th« 
invention of the telephone are shown, ending 
with a dramatic scene where Watson hears 
Bell's words on the telephone for the first time. 

Bell is also shown as he strives to convince 
skeptical business leaders of the practicability 
and vast future of his telephone. Still anothet 
scene shows him years later, at the age of 74, 
giving a group of young Laboratory engineers 
a few scientific problems to think about. 

Ihe picture closes with a brief but dramatic 
epilogue telling of the results of Bell's dream 
of a universal system of voice communication 
and suggesting the promise it holds for world 
betterment. 

Technical Notes: Mr. Bell is a 30 minut 
black-and-white sound film produced with a 
large cast and many familiar names: Raymond 
Edward Johnson, recently in the Drama Crit 
ics’ prize award play, The Patriots, as Thomas 


Scenes from the Bell System’s Centennial 





Bell speaks into the first crude telephone, 
developed after long experiment from prin- 


ciples which remain basic in communication. 





First public demonstrations of the telephone 
were made by the inventor. 
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Jefferson, appears as Alexander Graham Bell. 
Others in the cast include well known feature 
players: Jed Prouty, Taylor Holmes, Sarah 
Anderson, Mason Adams and William Harri- 
gan, Fourteen “period’’ sets used in the pro- 
duction were designed by Albert Johnson. 
Direction by Richard O. Fleischer, photog- 
raphy by Larry O'Reilly, production super- 
vision by Charles Underhill, musical direction 
by Nathaniel Shilkret and Herman Fuchs, 
script by Ardis Smith. 

Distribution: The Bell Centennial film will be 
distributed through ‘Telephone’s own channels 
for showing to the 600,000 Bell employees and 
the general public. Mr. Bell was televised 
March 3rd on WNBT, NBC’s New York. 


Inaugural Film at New Studio 

* Mr. Bell was the first production to be 
completed at RKO Pathe’s new studios at 
Park Avenue and 106th Street in New York. 

Opened in late December for the production 
of theatrical shorts and industrials, the new 
studios had been under construction for a 
vear, The million dollar remodeling job in- 
cluded construction of a completely revised 
interior to the former eleven-story Odd Fel- 
lows Temple, individually controlled air con- 
ditioning and sprinkler protection through- 
out, 

Although planned as a studio for shorts 
and commercials, it was announced recently 


(CONTINUED ON PAGE FORT Y-EIGHT) 


Picture on the Life of the Inventor 





Bell and Tom Watson after the first success- 
ful telephone experiment. Success came un- 
expectedly after long months of trial. 


Tom Watson sings over telephone hook-up to 


New York from New Brunswick, N. /. 





Good casting marks Wine Institute film. 


Personnel Training 


* A sound motion picture and a new sound 
slidefilm series are noteworthy in the field of 
personnel training via audio-visual methods, 
in the news this month, A great New York 
store also joins the growing list of visual 
training users: 


TO IMPROVE WINE SERVICE 

Sponsor: Wine Institute. Film: Daily Double. 
Producer: Wilding Picture Productions, 
Inc. Distribution: via the sponsor. 

* Daily Double, ,a motion picture which 

trains waiters to handle and sell wine is being 

offered to restauranteurs of the nation by the 

wine industry of California. 


The first film ever made on the sale and 
service of wine in restaurants, it is being 
made available for showings to dining room 
staffs throughout the country. Initial distri- 
bution is in New York, Chicago, Los Angeles 
and San Francisco, and later in the year will 
be extended to other cities. 

Restaurant and hotel managements will be 
invited to request showings, to be made in 
their own establishments at the convenience 
of their personnel. 

Daily Double is an 18-minute sound film 
designed as a practical wine guide for inex- 
perienced hotel and restaurant personnel and 
as an up-to-date wine refresher for veteran 
waiters and waitresses. In demonstrating the 
essentials of good wine service it shows the 
ease with which wine can be served quickly 
and correctly, 

The acting is by professional Hollywood 
actors, headed by the widely-known character 
players, Joseph Crehan and Grady Sutton. 
Information, humor and action are blended 
expertly into an interesting and entertaining 
film. 

Key points covered include the taking of 
wine orders, opening and pouring wine, han- 
dling of both still and sparkling wines, and 
the kinds and classes of wines. 

Showings of the film will be arranged with- 
out charge upon request to the Wine Advisory 
Board, 717 Market Street, San Francisco, or to 
Board representatives in principal cities in 
other states, Prints will be available in 16 and 
35 mm sizes. 

Daily Double has been produced by the 
wine growers of California as a service to the 
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A scene from the film “Daily Double.” 


restaurant and hotel industries, As a training 
film it contains the answers to most restaurant 
wine service problems, In addition, it shows 
the way to bigger earnings for waiters and 
greater satisfaction for patrons. 

HOTEL TRAINING SLIDEFILMS 


Sponsor: American Hotel Association, Film: 
Personnel Training Slidefilm Series. Pro- 
ducer: Caravel Films, Inc. 

* Despite the shortage of rooms in all hotels 
and the clamor of guests begging to be ac- 
commodated regardless of the quality of serv- 
ice offered, good hotels realize that service is 
the keynote to successful hotel operation. Good 
service requires efficient personnel training 
methods, combining many aids and devices to 
insure the best results in a minimum period 
of time. 

The American Hotel Association has 
planned the production of a series of sound 
slidefilms designed to supplement personal 
training, visuals and texts for its member 
hotels. Caravel, working closely with experts 
in the hotel field, has produced and released 
three films to date: Rooming the Guest, Pre- 
paring the Guest Room, and Food Service. 
Other films planned for future release are on 
such subjects as: Front Desk Courtesy, Hotel 
Maintenance, Food Preparation and Hotel 
Accounting. 

Hotels using the service, of which are some 
100, are without exception very enthusiastic 
about the program. Numerous letters have 
been received from hotel managers voicing 
their praise and asking when future films will 
be forthcoming. 

Synopses: Rooming the Guest is directed to 

bellmen; how to greet the guest and care for 

his needs from the time he enters the hotel 
until he departs, Preparing the Guest Room 
is for the housekeeping department. It points 
out the proper tools for each cleaning job, 
how to make beds correctly, how to. clean 
rooms and bathrooms, how to change linen. 

Food Service, for waiters and waitresses, out- 

lines the proper way to take orders and serve. 

Technical Notes: The AHA training series are 

15 minute sound slidefilms of approximately 

85 frames each. Supervision for the Associa- 

tion was by Charles A. Horrworth, executive 

Vice President and James F, Wals, Manager. 

The series is being written and directed by 

Merrill K. Sweetman, Associate Producer of 
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MACY’S INDOCTRINATION FILM 
Sponsor: Macy's, New York, Film: This Is 
Macy's. Producer: Princeton Film Center. 
* Problem: Five hundred applicants for em- 
ployment are interviewed each day at Macy’s— 
New York, the world’s largest store. Of these 
five hundred applicants ten to thirteen pet 
cent are hired. During the annual Christmas 
season the number of Macy’s employees jumps 
from eleven thousand to twenty thousand, 
As no Macy employees are ever thrust into 
a job without thorough training in all the 
duties required for the position, it is a con- 
siderable problem to orient and train them 
efficiently, yet in as short a time as possible. 
Orientation of a new Macy employee should 
include a good look around the store, infor- 
mation on the history and standing of Macy's, 
some idea of how a great store operates, and 
complete information on the many benefits 
the store, or employee facilities, offer to each 
new employee, Yet, it is impractical for the 
store to take all trainees trooping through the 
president's office, out on the selling floors, 
“back-stage” or up to the Macy's resort in the 
Catskills. 
Solution: Macy’s is visual-minded. ‘The store's 
training has been made much more efficient 
in a shorter time by the use of visual aids— 
slidefilms, motion pictures—and such devices 
as the Visual-Cast projector, Present plans call 
for more and more use of audio-visual aids. As 
a part of these plans an orientation film has 
been produced in Macy's and about Macy's 
which tells in a shorter time much more than 
orientation lectures in the past had been able 
to tell with only words. 
Synopsis: This Js Macy's takes the new em- 
ployee on a tour of the store. It shows the 
friendly greetings in the morning at the lock- 
ers. It describes the methods of store opera- 
tions: ‘Ihe Bureau of Standards, the staff of 
Comparison Shoppers to insure Macy's will 
not be undersold, It tells of other enterprises 
of R. H. Macy & Co.—Bamberger’s in Newark, 
other stores throughout the country—Radio 
station WOR, It visits top Macy executives, 
explains how some Macy people have been 
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with the store over fifty years—4,000 have had 
over five vears’ service. 

The film shows that Macy’s is big, but more 
important—human, ‘There are constant op 
portunities for advanced training and better 
jobs limited only by the employees’ willingness 
to apply himself. Then there are Macy ath 
letic and social clubs, a modern hospital, 
credit union, retirement system, sun roof for 
off-time relaxation, price discounts on Macy's 
goods for employees, library, cost-price cafe- 
teria, recreational activities, and Macy's Isida 
Lodge in Warwick, New York, offering vaca- 
tion facilities at greatly reduced rates. 
Technical Notes: Princeton Film Center filmed 
This Is Macy’s on location in the store. It is 
a black and white picture, 16 mm, and 20 
minutes in running time, 


Distribution: At present, showings of the film 
are limited to the store. Scheduled screenings 
are on Mondays and Wednesdays for new 
employees, plus special showings from time to 
time, as required, 





“Tus 1s Macy's” as new store employees see 
the New York store in its new film. 














These Slidefilms Help 400 U.S. Hotels to Improve Service 





Left to right: Scenes from Hotel Association slidefilm series show “Room- 
ing the Guest’; “Food Service’; and “Preparing the Guest Room”. 
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These scenes are typical of the new Revere film on Magnesium (reviewed below). 


Industrial Programs of the Month 


MAGNESIUM FOR ALL INDUSTRY 


Sponsor: Revere Copper and Brass Incorpo- 
rated. Film: Magnesium for Lightness and 
Strength. Producer: Loucks and Norling 
Studios. 

*% Revere Copper and Brass is one of the 
major producers of magnesium, the light 
structural ‘metal which was so important in 
forging weapons and vehicles for the armed 
forces. Not a new metal, magnesium is never- 
theless relatively undeveloped. Its many pos- 
sibilities are still being investigated by manu- 
facturers, engineers and inventors. 

Dow Chemical Company, whose two new 

magnesium pictures were reviewed in the 
December Business SCREEN, is keying its mag 
nesium education films to schools and con- 
sumers, Revere, in this film, is bringing the 
story to technical utilizers of metal, fabricators 
and designers, 
Synopsis: Magnesium for Lightness and 
Strength opens with an animated sequence 
tracing man’s persistent need and constant 
search for lighter materials to ease his labor 
and speed his transportation—a search which 
eventually raises him from ponderous earth- 
bound machines to the preserft era of wings 
in flight. 

Ihe physical properties of magnesium are 
described in animated scenes depicting its 
lightness, strength, machinability and work- 
ability which make it so easy to fabricate and 
apply to such diverse uses. Other shots show 
the successive steps of melting, casting, extrud- 
ing and rolling the metal. 

One feature of the film is a complete assem- 
bling of a truck body, piece by piece, from 
floor beams to the finished job. This process 
illustrates the use of Revere’s new special 
body shapes which are fabricated as a unit, 
all parts fitting together without tailoring or 
notching, so that the truck body builder has 
merely to put the matched parts together in 
a simple high-speed job of assembly. 

In summary, typical applications now in us¢ 
in various fields are shown and a wide range 
of coming uses is disclosed, while magnesium’s 
prime contributions to transportation are in- 
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dicated by trucks and busses on the highway, 
a streamliner streaking across the countryside 
and a giant airliner cruising the skies. 
Technical Notes: Magnesium for Lightness 
and Strength is a 21 minute Kodachrome in 
live action and animation. Excellent anima- 
tion and notable handling of color in the 
opening sequences of pyramids, sphynx, spear- 
heads and other implements of early man 
give the essentially informative film a good 
theatrical send-off. 

Distribution: Revere, through its own sources, 
will distribute the film to meetings, conven- 
tions and exhibits of engineers, architects, 
manufacturers, etc, 


BUILDING MATERIAL SALESMAN 


Sponsor: Celotex Corporation. Film: Solid 

Comfort. Producer: Calvin Company. 
* <A new motion picture Solid Comfort pro- 
duced for the Celotex Corporation by the 
Calvin Company will serve in the field of sales 
promotion and advertising. The film is 16 mm 
full color with sound, and presents a fresh 
approach to the benefits of Rock Wool in- 
sulation. 

While Solid Comfort is a sales promotion 
production, it was produced in such a man- 
ner that it supplies interesting and educa- 
tional entertainment. The film is being 
shown to family groups in homes of insulation 
prospects; civic clubs, church and _ school 
groups, and other mass showings which de- 
velop firm leads; and also to Rock Wool Ap- 
plicators’ new salesmen for sales training, In 
each of the above cases, presentation is made 
by Celotex Registered Rock Wool Applicators 
who are equipped with the film and portable 
Movie-Mite projectors. 

Simple language and diagrams are used to 
feature the Celotex process of manufacturing 
Rock Wool. A trip through a Celotex Rock 
Wool plant shows different hard rock ingredi- 
ents being transformed into downy flakes of 
mineral wool, The audience is shown how 
this pelleted wool can be used to provide 
home insulation to retain heat in winter, and 
to reverse the process by keeping heat out in 
summer—and what this insulation will mean 


in terms of comfort and economy. Celotex 
reports that the picture, although in the field 
slightly over sixty days, has already exceeded 
early expectations. 

Solid Comfort is to be made available for 
general showings soon, All groups or organ- 
izations interested in seeing the film should 
contact the Advertising Department of the 
Celotex Corporation, 120 South LaSalle Street, 
Chicago 3, Illinois. 


COAL: INDUSTRY FILM REPORT 


Sponsor: Bituminous Coal Institute. Film: 
Magic of Coal. Producer: RKO Pathe, 
Inc. Distribution: by the Institute. 

* Problem: Coal is one of the most important 
products of our entire economy. Year after 
year it is coal which supplies most of the 
power which maintains our utility, manufac- 
turing and transportation systems, The public, 
perhaps, does not realize this vital necessity 
of coal to our economy, or of the research 
being conducted to make coal even more 
economical. 
Solution: RKO Pathe made a This /s America 
short on coal some time ago. Thinking to 
broaden the public’s awareness of coal and 
to identify themselves with coal research and 
development, the Bituminous Coal Institute 
commissioned RKO Pathe to produce a com- 
mercial documentary for showings through 
non-theatrical channels with some footage 
from the This Is America short as a base. 
Synopsis: Magic of Coal takes us into the soft 
coal country and shows miners at work bring- 
ing out the coal, It reveals the miners in their 
homes and towns, and describes what the 
coal industry is doing to make their work 
safer and their lives more secure and com- 
fortable. 

What coal does, how it provides power for 
countless factories and homes is the subject 
of the middle sequences. The film closes with 
the research going on to dicover new ways to 
use coal and new synthetic products of coal. 
Technical Notes: Magic of Coal is a straight- 
forward informational film, black and white, 
15 minutes in length. Footage is predomi- 
nantly location work, with a few studio shots 
of coal products attractively displayed. 
Distribution: Through Bituminous Coal Insti- 
tute channels to schools, clubs and certain 
theatres, 


MEN OF COAL who are the featured players 
in the Bituminous Coal Institute film. 
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POWER COMPANY AT WORK 


Sponsor: Consolidated Edison Company of 
New York. Film: Electricity Serves New 
York. Producer: Willard Pictures, Inc. 

*% Problem: For some years the Consolidated 

Edison Company has been operating con- 

ducted tours of one of its eight New York 

City power plants — Waterside on the East 

River at 40th Street —for the considerable 

number of people who are interested in the 

source of the Big City’s electric power supply. 

Owing to difficulties inherent in the physical 

layout of the plant, as well as machinery 

noises, it was found impossible to give a com- 
pletely logical and coherent picture of the 
plant’s operations on these tours, 

Solution: To remedy this situation Consoli- 

dated Edison decided to present a slidefilm to 

visitors of the plant, which would (1) review 

in simple terms the operations just seen; (2) 

give information on other aspects of Edison's 

service, such as installations, repairs, etc.; (3) 

cover the above material entertainingly m 

order to make the film a pleasant “good-bye” 

from Consolidated Edison to its guests. 


Synopsis: The film is a full art work produc- 
tion, using as its central character Mr. Edison 
Man—the familiar Father Knickerbocker sym- 
bol of the Consolidated Edison Company of 
New York. Mr. Edison Man is everywhere— 
does everything. He produces power in the 
plant, using simplified methods and equip- 
ment—he superintends and performs a whole 
new installation for a large building unit— 
he does an emergency field repair job in jig 
time—then returns to the plant to see that 
there is no interruption of service when a 
generator develops trouble. The film ends 
with a restatement of its chief motif through- 
out: Consolidated Edison's devotion to service 
anywhere, anytime, under all conditions. 
Technical Notes: Electricity Serves New York 
is a 50 frame Kodachrome sound slidefilm 
produced for projection on automatic equip- 
ment manufactured by Aids Equipment Com- 
pany. This system is especially effective fon 
the showing of sound slidefilms. 
Distribution: Electricity Serves New York is 
being shown four times a week at Edison's 
Waterside plant at the conclusion of the after- 
noon’s conducted tour, 


Mr. Epison MAN its the central character of 
the new Consolidated Edison slidefilm. 
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TWO FIRESTONE PROGRAMS SERVE FARM & GENERAL AUDIENCES 


Sponsor: Firestone Tire & Rubber Company. 
Film: The New Champion. Producer: 
Sound Masters, Inc. 


* In Columbiana, Ohio, is the old home and 
experimental farm of Harvey T. Firestone. 
Mr. Firestone always had a great interest in 
farmers and farm problems, and the Firestone 
farm in Columbiana is even today engaged in 
finding new methods to help farmers. One 
new Firestone product, recently tested and 
demonstrated at Columbiana is the Champion 
continuous tread, self-cleaning tractor tire, 
This demonstration was so convincing that 
Firestone wanted farmers everywhere to see 
just what the new tire would do under actual 
working conditions, 

As an effective on-the-spot demonstration 
method Firestone had a color motion picture 
The New Champion filmed to show just how 
the new tire performs under all conditions, 
Synopsis: The film opens with a sequence 
showing a tractor equipped with one new 
Champion and one open center tire pulling a 
disker across a muddy field. Gradually one 
tire’s treads fill with mud and lose traction 
while the Champion, cleaning itself as it re- 
volves, maintains its grip and pulls right across 
the muddy field, 

The next scene is a motion picture pro- 
ducer’s office in New York where a story con- 
ference is going on. Two script writers are 
hoking up a boy meet-lose-win girl plot with 
a hick background. Dave, a farmer, who is 
there as a farm advisor to tell them just what 
people would like to see and know about the 
new tire is amused at the writer’s antics, but 
he thinks that a simple picture based on the 
tire itself, showing why it is a better tire, will 
hold much more interest. 

As Dave describes what he has seen the tire 

do—the picture flashes to farm scenes for on- 
the-spot tests under various conditions, Dave's 
story is so convincing that as the picture closes 
the writers finally give in and abandon the 
“romance angle.” 
Technical Notes: The New Champion is a 
30 minute Kodachrome sound film. Most of 
the footage was shot on location, but there 
are two or three studio sets. 


Distribution: Prints of this film are being dis- 
tributed by Firestone’s own field men to agri- 
cultural audiences throughout the country. 


Sponsor: Firestone Tire & Rubber Company. 
Film: Crucible of Speed. Producer: Sound 
Masters, Inc. 

* For many years Firestone has had a_ prac 

tical monopoly on tires used at the Indianap 

olis Speedway. From 1920 on, every winner 
of the great 500 mile Memorial Day classic 
has been equipped with Firestones. 

It is not too widely known that many new 
advances in automotive engineering are intro 
duced and proved at the Indianapolis race. 

As an aid in enhancing the prestige of the 
race, and for use in promoting the Firestone 
tires used in the race, Firestone contracted 
with Sound Masters, last year, to film the race 
and the history of the Indianapolis Speedway. 
Synopsis: Crucible of Speed is the story of the 
Indianapolis Speedway from 1911 when Ray 
Harroon won in a Marmon Wasp at 75 MPH 
to a complete record of the 1946 event when 
George Robson breezed home in front at an 
average of 114 MPH. 

More than a record of just the race itsell 
the film tells of the engineering advances in 
troduced at the track, such as the rear-view 
mirror (1911), four wheel brakes (1913), 
ethyl gasoline (1924), balloon tires (1925) 
and hydraulic shock absorbers, independent 
wheel suspension, superchargers and many 
others, 

Five hundred miles on Memorial Day at 
Indianapolis is equal to 50,000 miles of nor- 
mal highway use, Last year only nine out of 
33 cars could stand up under the grueling 
grind, but not one of these cars had to quit 
because of tire trouble—in fact, some com- 
pleted the race on just one set of Firestones. 
Technical Notes: Crucible of Speed is a 40 
minute sound film, in Kodachrome. Color is 
especially effective of the gleaming bright 
hued racing cars roaring around the track. Ed 
Thorgerson’s familiar voice narrates the film. 
Among the “cast” introduced at the track 
reminiscing about old races are three-time 
winner, Wilbur Shaw, who now heads the 
Speedway management, and Ralph de Palma, 
who told about having his car quit 114 miles 
from the finish when he was 2214 miles ahead 
one year, and trying to push the car over the 
finish line by hand. 

Distribution: Crucible of Speed is being 

booked into clubs, schools, etc, 
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“THE 26 OLD CHARACTERS” TELLS HISTORY OF THE ALPHABET 


Genesis of the Written Word 


DUCATORS who are said to be deeply 
EK concerned about the sad state of student 
handwriting in our nation’s schools will do 
well to consider the highly useful message 
of a new Sheaffer Pen Company motion pic- 
ture, The 26 Old Characters. The centuries 
of mankind's ceaseless struggle to achieve the 
modern alphabet which is the basis for written 
and printed communications in the Western 
World are the inspirational background for 
this sound film. 

From the crude but effective pictures etched 
by the cave dwellers ol prehistoric Limes 
through Egypt's colorful frescoes, into the 
dawn of the first 26 “letters” from which ow 
alphabet was derived, The 26 Old Characters 
unfolds history as only the modern sound 
motion picture can relate it. Early sequences 
turn like pages in a book as the artist subs 
for the cameraman in “writing” early history, 


Jam Handy Organization production is 
competent and clearcut in this film, Especi 


Pictorial Review of Scenes 





The ancient Egyptians gave great impetus to 
a “written” language through their colorful 
symbolic pictures. 





The brush and quill pens of later centuries 
centuries were the forerunner of today’s mod- 
ern writing instruments. 


28 


ally suitable for elementary school use, it 
should be used only after careful preparation 
and review by the classroom teacher. Properly 
introduced, The 26 Old Characters will pro- 
vide inspiration for the much-needed devel- 
opment of slovenly writers in the schools. 

Closing sequences show the sponsor's pro- 
duct as a step in the modern evolution of 
writing. Animation illustrate the principle 
of the fountain pen in clearly understandable 
graphic language. 

Distribution of The 26 Old Characters is 
nationwide to schools requesting prints on 
a free-loan basis. Depositories are located in 
Atlanta, Georgia (The Distributor’s Group, 
Inc.) ; Dallas, Texas (Visual Education, Inc.) ; 
St. Paul, Minnesota (St. Paul Book & Station- 
ery Co.); and Oakland, California (Carroll 
W. Rice). The producer, Jam Handy, may 
also be contacted for names of other distrib- 
utors in the East and elsewhere. 


from “The 26 Old Characters” 


The modern alphabet of today was derived 
from “The 26 Old Characters” which the 


Greeks greatly improved. 





In this generation, science has equipped all 


of us with fine writing tools; we need to use 


them better. 





A REPORT TO POLICY-HOLDERS 


Sponsor: Penn Mutual Life Insurance Com- 
pany. Film: 100 Years of Security, Pro- 
ducer: Paul J. Fennell Company. 

* Annual reports have undergone marked 

changes in recent years, with a decided trend 

toward more attractive and readable presen- 
idtions, incorporating illustrations, graphic 
matter, dramatic typography and format and 

other such devices. The motion picture is a 

logical extension of this trend, bringing facts 

and figures into life and animation. 

Continuing the pattern recently set by 
General Mills and Curtis Publishing in film- 
ing annual statements, the Penn Mutual Life 
Insurance Company, celebrating its centen- 
nial, has combined the annual report with a 
story of its 100 years of progress and service 
to over half a million policy holders. In 
choosing this medium Penn Mutual was 
prompted by a need for the policy holders 
(owners, under the Mutual Company set-up), 
to be well informed concerning the complex 
operations, history, purposes and objectives 
of their company. 

Although Penn Mutual will, as usual, dis- 

tribute hundreds of thousands of illustrated 
booklets this year, the film, 1/00 Years of Se- 
curity, will supplement the printed matter by 
clarifying the facts and figures presented. It 
is hoped that the new motion picture will 
help eliminate the tiring mental acrobatics 
often so necessary in analyzing the ordinary 
annual report. ‘Tryout showings to Penn Mu- 
tual employees aroused much interest and en- 
thusiasm, 
Synopsis: The film depicts the story of the 
century-old insurance company, the source of 
income dollars, the distribution of assets, the 
amount added to reserves and what happens 
to the premium dollar. While there is a 
backward glance at the historical past, the film 
stresses faith in the future greatness of Ameri- 
ca, the company’s traditions of security, com- 
petent management, financial strength, integ- 
rity and service to the public. 
Distribution: 100 Years of Security will be 
shown in 100 cities during March and April 
in all parts of the country to policy-holders’ 
meetings. A representative of the home office 
will be on hand to personally meet as many 
policyholders as possible and to answer ques- 
tions. Invitation to the policyowners meet- 
ings will be advertised in local newspapers. 
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AUDIO PRODUCTIONS, INC. 


PRODUCERS OF MOTION PICTURES 
630 NINTH AVENUE + FILM CENTER BUILDING + NEW YORK, N 
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FTER MONTHS OF TES! 
A ING to eliminate mechan 
ical difficulties and solve trafh« 
blocking 
caused a police desist order last 
March, a 


picture display, 


problems w hich had 


outdoor motion 


Pixad, 


new 
began op 
eration on top of a_ three-story 
1485 


Times Square last month. 


building at Broadway in 
Outdoor advertising via movies 
as old as the 
itself. Most 


resulted in 


is an idea almost 


motion picture past 


attempts have 
mercial failure. But 
deterred C, L. Thompson, Jr., 
president of Pixad, Inc, from de- 
the 


to work out a 


com 


this has not 


voting past five years trying 


feasible method of 
putting the system into use, 


CycLes TO Avolp JAMS 


Thompson ran a fifteen minute 


tryout about a year ago which 
caused such a trafhe jam that it 
created a safety hazard. The pres 


ent Pixad sign has incorporated 
a larger 
and a shorter showing schedule 


(450 square feet) screen 


with regular intermissions to 
avoid sidewalk clogging. 

\t present the sign is operating 
in eight minute cycles with three 
minute intermissions for five hours 
each night. 

Advertisers providing films for 
the opening session included Selz- 
nick (Duel in the 
tional Sterling Salt and Coca Cola. 
Pixad contracts to display an ad- 
ten 
night, for a minimum of 13 weeks 


Sun), Interna- 


vertiser’s short times each 


at a stretch. 
Abs 


“Pixad provides an opportuni- 
ty tor 


LOCAL AND NATIONAI 


local as well as national 
not be will 
the kind ol 


investment represented by the typ 


advertisers who may 
ing to undertake 


ical Broadway spectacle to en 
joy the advantages of such a dis 
play at a very nominal cost,” Mr. 
Thompson said. “Moreover,” he 
of animated cartoons 
convenient that 


you can take a product apart and 


added, “use 


is the only way 


show how operates and put it 
back together again in short order. 
We are 


announcements 


to introduce time 
the Pixad 


screen which will demonstrate an 


about 


on 


other of its possibilities. This con 


sists of progressive animated 


drawings in color of the time of 


day, screened as they are drawn 
by the artist 
‘Future possibilities,” My 


Thompson continued, “include 


regular picking-up of television 


programs and, through a magni 


fication process we are already 


working on, re-screening them on 
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OUTDOOR MOVIE ADVERTISING ON BROADWAY 





Times SQUARE Crowns saw this demonstration run of the new outdoor 


motion picture 


ad 


sign 


known as 


Pixac 


months of testing to avoid traffic jams. 
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FILMS for 
INDUSTRY 


i. 


“MAGNESIUM FOR 
LIGHTNESS AND 
STRENGTH” 


Animation is the note worthy feature of this 20-minute Koda- 


picture, 


The liberal use of animation and _ special 


scenic art work broadens the scope of the subject and em- 
phasizes the unique and outstanding characteristics of maz- 














nesium 
manner. 











hrome 


feeling 


in 


a_ bright. 


compelling, 


dramatic 


and 


interesting 


This picture represents a new departure in the use of Koda- 
animation. 
medium as a principal in a show as against its former role as 
an occasional substitute for the camera in inaccessible places. 


It is something 


or a 


premiere for 


this 


lt is this sort of motion picture know-how and this exact 


for 


appropriate 


expression 


that 


put the 


mar 


k of 


distinction on a Loucks and Norling production. Like Revere 
Copper & Brass, the sponsors of this picture, our customers 
to . 


Loucté:RORLING 


say 


us, 


245 WEST 


M 


TI 


VN 


55 TH 


“It’s good. . 


em Slit r 


Ls $ 


YORK 


INCE 


CITY 


1923 


inaugurated last fall after 

















































































































































Pixad, It is intention,” he 
concluded, “to create a network 
of Pixad displays in at least thirty 
principal the United 
States.” 


our 


cities in 


Pixad Sales is headed by former 
adman (Compton, Inc.) Harry 
W. Bennett, Jr., and Hal James, 
former radio producer. 

United Nations Film Board 

@ The United Nations has estab- 
lished a Film Board comprised of 
various components of the organi- 
zation whose activities in the past 
had overlapped. 

U. N. divisions constituting the 
new board are: International La- 
bor Organization, Food and Agri- 
culture Organization, UNESCO, 
and the U. N. Department of 
Information. 

Jean Benoit-Levy, head of the 
visual branch of the U. N. Depart- 
ment of Information, will be di- 
rector of the Film Board's execu- 
tive office here. Associate Director 
William Farr, of UNESCO, will 
be chief of the Board's office in 
Paris. 

The U.N. Film Board has been 
authorized to deal with all govern- 
mental and private film producers 
in establishing an effective liaison 
with the object of promoting more 
films on the importance of the 
U. N. to the world. 


France Adopts A-V Methods 


@ Freperic House, INc., 
York producers of visual training 
materials, have announced the 
opening of a new branch in 
France, to operate under contract 
commitments with the French 
government currently in excess of 
100 million francs. 
Under the name ol 
Francaise d’ Audio 
rue Legendre in Paris, the French 
branch of Frederic House, Inc. 
will undertake audio-visual train- 
ing methods in the government 
operated Renault plant, among 
others, using the same systems the 


New 


Societe 


Vision at 22 


corporation has found successful 
in the United States. 





Equipment for Sale 


J. A. Maurer Portable !6mm 
Model D Recorder complete 
with microphone, two-channel 


amplifier, noise reduction ampli- 
fier, power supply, magazine, ac- 
cessories and carrying cases. In 
excellent condition. $3450.00. 


BYRON, INCORPORATED 
1226 Wisconsin Avenue 
Washington 7, D. C. 

Phone DUpont |800 
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yo Tyee that projects 


FULL PAGE MATERIAL 
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BESELER MODEL OAS 





f 


e Here at last is an opaque projector with a copy opening of 
74,” x 10”—big enough to fully cover the printing on an 
814.” x 11” sheet. Now full pages in magazines and books, 
maps, and other large size material can be clearly and com- 


$ pletely projected. 
be / Beseler Model OA3 gives you amazing intensity of screen 
e # illumination . . . outstanding in an opaque projector. Equipped 
/ with an 18” focal length lens, the projector will fill a screen 
of from 51/4 to 15 feet for projected distances of from 13'/2 
to 27 feet. Uses two 500-watt lamps—AC or DC. Air cooled. 
Special features of the Beseler Model OA3 are a unique lock- 
ing device (Pat. Pend.) which enables the copy platen to be 


locked open in various positions for easy insertion of copv, 
and self-contained elevating legs. 


WRITE FOR NAME OF NEAREST DISTRIBUTOR AND FREE DESCRIPTIVE BOOKLET F 


THE BEST PROJECTOR IS THE BESELER PROJECTOR 


L Beselee Cotimcami 


: T 23rd STREET - + NEW YORK 10, N. Y. pet: 
LET OUR ENGINEERING DEPARTMENT SOLVE YOUR INDIVIDUAL PROJECTOR PROBLEMS 
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Lioyp LIND 


EASTERN NOTES 


Lloyd Lind is Made President 
of Pictorial Films, Inc. 


@ PicroriaL Fitms, Inc., RKO 
subsidiary with headquarters in 
New York City, has announced 
Lioyp Linp as president, Mr. 
Lind enters this executive post 
with considerable experience in 
the film industry. Company pro 
duct is primarily directed to the 
nontheatrical field, 


Foote, Cone and Belding 
Names Winter Film Executive 
@ NORMAN WINTER, = forme! 
public information director of the 
American Cancer Society, has 
been appointed director of com 
mercial film and television activi 
ties for Foote, Cone and Belding 
(New York). 

> > * 
DuPont Division Combines 
Exhibits and Motion Pictures 


@ J. S. Huxitt, for the past ten 
years head of Product advertising 
for DuPont, has been appointed 
manager of a new division of the 
Advertising department, the Ex 
hibit Motion Picture and Art 
Division. 

The new division will be re 
sponsible for DuPant exhibits at 
conventions, the permanent ex 
hibits at Atlantic City, Wilming 
ton and various plants, DuPont 
motion picture production and 
distribution, and advertising and 
photographic art and services, 

R. P. Buch will continue in 
charge of motion picture produc 
tion, W. F. Butler as art manager, 
W. H. Uffelman as manager of 
exhibits and W. S. Armstrong as 
head of the Atlantic City exhibit. 

>. >. >. 
Keppler’s Commercial Films 
@ Victor Keppier, top quality 
commercial still photographer 
has announced the appointment 
of Henry R. ALEXANDER, forme: 
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Men Who Make Pictures 





NOTES ABOUT PERSONALITIES IN NATIONAL SPOTLIGHT 


\rmy cameraman, to head a new 
commercial motion picture de- 
partment. 

Keppler is said to have origi- 
nated a new concept of production 
designed to incorporate methods 
which have made him one of the 
leading photographers of our day, 

>. 2 * 

Model Films is Formed 

@ Roser? JeNNess, president, and 
NAT SOBEL, secretary-treasurer. 
have announced the formation of 
Move Fiins, INc., at 27-27 Jack- 
son Avenue, Long Island City, to 
make three dimensional anima- 
tion for television and commercial 
motion pictures. Sobel is also the 
head of Cinettects, Inc. 


Knickerbocker Productions 
Enters Commercial Field 

@ KNICKERBOCKER PRODUCTIONS, 
Inc., of 1600 Broadway, has ab 
sorbed Schofield Productions, Inec., 
and expanded the facilities of the 
latter organization. The new com- 
pany will specialize in the pro- 
duction of industrial, educational, 
and public-relations motion pic- 
tures, 

At present, Knickerbocker Pro- 
ductions, Inc., is editing a four- 
reel picture for the U.S. State 
Department tithed, Hurricane Cir- 
cuit, This picture depicts the his- 
tory of a hurricane from its birth 
in the Caribbean Sea until it 
crosses Florida and heads out into 





PIONEER IN 
INDUSTRIAL AND 
EDUCATIONAL FILMS 


“ATTITUDE 
FILMS” 


an entirely new 
conception of 
motion picture 
use in industry. 


ADVERTISED NATIONALLY 
APRIL 1947 





PATHESCOPE 











PATHESCOPE PRODUCTIONS 


THE PATHESCOPE COMPANY OF AMERICA, INC. 
580 Fifth Avenue, New York 19, New York 











the Atlantic Ocean. Shots trom 
Navy and Army Air Forces planes 
flying through and over the hur- 
ricane are featured, ‘The coopera- 
tion of the U.S. Weather Bureau, 
Army Air Forces, Navy, Coast 
Guard, Red Cross, and local po- 
lice in the effort to minimize 
human and material hurricane 
losses, plays an important part in 
the picture, Burnet H. LAMoN1 
directed. 

* * * 
Gottlieb and Casalaro 
Form Special Service Studio 
@ Micron M. Gort irs, veteran 
title-man of twenty-five years 
standing, and Huco A. CAsALaro, 
formerly of Sound Masters and 
Caravel Films, animation and eft- 
fects cameraman, have opened a 
new studio at 723 Seventh Avenue, 
New York, specializing in titles, 
trailers, optical effects, and color 
reproductions. 


7 * * 


Alley to Depicto Films 

as Associate Producer 

@ Wituiam ALLeEy, well known 
writer-director of commercial 
films, has joined the staff of Dr- 
picro Fitms, 245 West 55th Street, 
New York City, as Associate Pro- 
ducer in charge of scripts and 
production, 

During the war, Mr. Alley wrote 
and directed more than 30 motion 
pictures for the Navy. With Audio 
Productions, Inc., he collaborated 
on several films for the Pennsvl- 
vania Railroad, Ethyl Corporation 
and others. 

* * * 
Wartime Training Specialists 
Apply A-V Techniques 
@ The war has produced many 
new developments in audio-visua! 
training methods. Several new 
companies were established to 
undertake the broad requirements 
of the services and of industry for 
comprehensive technical training 
materials—manuals, graphics, 
slidefilms, models, three-dimen- 
sionals and motion pictures. 

One of these, Jordanoff Corp., 
still engaged in the production of 
training material for the govern- 
ment, has recently announced its 
entrance into the production ol 
manuals, slidefilms, and motion 
pictures to fit specific needs for 
industry. (Business Screen De- 
cember 1946) 

Another, Frederic House, Inc., 
is headed by former Jordanoft 
Vice President, Robert F. Davis. 
Davis, a University of Chicago 
and University of Vienna Ph.D. 
in special experiments in visual] 
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education, established Frederic 
House, Inc. to analyze training 
problems and recommend proper 
visual tools in the correct balance 
and sequence for effective results, 

To date Davis has lined up 
General Electric (Electronics Di- 
vision), The Texas Company, 
The Lummus Oil Company, Wal- 
dorf Astoria Hotel Corporation, 
Emil Greiner Company (Scien- 
tific Instruments) , Scott and Wil- 
liams, Inc., Lithographic Tech- 
nical Foundation and General 
Foods Corporation as clients for 
his comprehensive service, in addi- 
tion to Navy's Naval Research, 
Bureau of Supplies and Accounts, 
Bureau of Ships and AAF’s Flying 
S. Army 
Military Intelligence Division and 
General Staff. 


Training Command, U. 


Pathescope Productions 

to Represent UPA in NY 

@ STEPHEN Bosustow, President 
of UNtrep PRODUCTIONS OF AMER- 
icA, has announced. that UPA 
has completed an agreement with 
PATHESCOPE PRODUCTIONS of New 
York whereby the Pathescope sales 
staff will represent UPA in com- 
mercial sales in the New York 
area. 

Also announced is UPA’s Latin- 
American sales office in Havana, 
Cuba, headed by ALFREDO ALva- 
REZ and FABIAN GARCIA, to repre- 
sent UPA in advertising, educa- 


tional and commercial subjects. 
The Hollywood office will con- 
tinue to handle all entertainment 
films. 


For 16mm. Film — 400 to 2000’ Reels 
Protect your films 
Ship in FIBERBILT CASES 
Sold at leading dealers 


Fiberbilt Cases 
this 
MARK 
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Pro and Con About 
the Film Consultant 











@ During the past year several 
new firms have been established 
to offer business film sponsors 
advice on film problems or liaison 
service between themselves and 
producers, 

This is a new trend which has 
received considerable thought 
from all sides of the industry, One 
New York producer said recently 
that “there are enough high-priced 
middle men in this field right now 
without adding on more. Rep- 
utable film producers, and they 
are easy to recognize, are certainly 
in a much better position to ad 
vise business firms on film prob- 
lems than consultants who really 
have very little at stake. I've got 
a vital interest in the success of 
my clients’ film problems. If | 
make a bad picture it’s a black 
mark on my name that will stick 
to me and do me great damage. 
1 can't afford to make just any 
pictures for the immediate profit 
in it—I've just got too much at 
stake.” 

But on the other side of the 
question—an important film spon 
sor has stated that “I am some 
times too close to this business 
so far into the forest that I can’t 
see the trees. I find that an out 
side, impartial consultant can help 
me get better films and use them 
more efficiently.” 

Consultants active in the field 
fall into several patterns. Some are 
litthe more than charlatans, men 
with no experience in production, 
planning, writing, cost analysis o1 
any of the other factors necessary 
for film supervision. One adman 
said the other day: “It seems to 
me that every man who ever oper- 
ated a projector has now become 
either a producer or consultant 
they come in here at the rate of 
forty or fifty a week—and not 1°; 
of them has the slightest concep- 
tion of our problems or even of 
the methods of sponsored film 
production.” 

Others do have some experience 
to offer and have performed 
worthwhile services to both spon- 
sors and producers, One of these 
is Film Counselors, of New York, 
headed by Will A. Parker, for- 
merly director and editor for the 
March of Time and the Army 
Pictorial Service, and Gordon L. 
Hough, former writer and produc 
tion assistant. for the March of 
(TURN TO THE NEXT PAGE) 











MOVIE - MITE 


16 mm. Sound-on-Film Projector 
PORTABLE—Weighs only 27} Ibs. complete. 


Single case contains: Movie-Mite 16 mm. 
sound projector, desk top screen, speaker, 
cords, take-up reel . . . and still has ample 
space for spare lamps, etc. 


Extremely compact; only slightly larger 
than a portable typewriter; approximately 
8x12x15 inches in size. Ideal for small group 
showings. Larger size standard screens may 
be used for larger groups. 


STANDARD FEATURES—Plainly marked film 
path makes threading easy. Only one mov- 
ing part need be operated in entire thread- 
ing. Show can be on screen in less than 
three minutes. 


One electric plug completes all connections 
to projector. Cords, permanently wired to 
speaker, cannot be lost. 


Reel capacity 2000 ft. Reel arms slip into 
accurate sockets ... Fast power rewind... 
Adjustable tilt . . . Quickly adjusted framing 
device . . . Utilizes a single, inexpensive 
standard projection lamp for both picture 
and sound projection. No separate exciter 
lamp necessary . . . case of durable ply- 
wood ... Leatherette covered . . . Universal 
A.C. or D.C. 105-120 volt operation .. . no 
converter necessary. Mechanism cushioned 
on live rubber mounts for smooth, quiet oper- 
ation . . . entire unit made of best quality 
materials and precision machined parts. 


See your Industrial Film Producer 
for demonstration and delivery information 


£ 
‘ 


\//) WMOVIE-MITE CORPORATIONS 


KANSAS CITY 6, MISSOURI 


1103 EAST I5TH ST. 








A Truly Mechanical BRIEF CASE for Your Salesmen, Now! 
And at LOW COST —with 


Write for 
Interesting 
Folder 


“It Makes 
Sense” 
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Film Consultants: 
(CONTINUEDFROM PAGE 3953) 
lime and the Naval Photographic 
Service. 

Working separately, alter re 
lease from the services last year, 
Parker and Hough talked to com 
panies interested in business films 
for several months with the idea 
of selling themselves a a one-man 
film department. It soon became 
apparent to them that many com 
panies did not anticipate enough 
film work to require the full-time 
services of even one man. How 
ever, several of these companies 
expressed interest in a part time 
arrangement. Parker and Hough 
put their plans together and the 
idea for Film Counselors was 
born—a film department available 
to any organization when the need 
arose and only for as long as that 
particular need existed, 

Film 
up a board of part-time consult 


field, tele 
and are 


Counselors has “rounded 


ants in the women’s 
vision, sales training, etc. 
prepared to tackle such problems 
as the possible application of films 
to a particular business; 
vision of preparation and plan 


supel 


ning of a particular film; or a 
study of the most effective means 
for distribution and utilization olf 
films. The service is on a fee basis 
and Film Counselors receive noth 
ing from producers in any way, 
Another film consultants outfit, 
Pat Powers, Inc., has recently put 
on the excellent film sessions in 
Washington for the 
Public Relations 


which will be reported in detail 


American 
Association 


in the May Business Screen, 
ANPA Presents Slidefilm on 
Industrial Public Relations 

@ THe BuREAU OF ADVERTISING of 
the American Pub 
lishers Association has available a 


Newspaper 


new color slidefilm, concerned 
with public relations on the com 
munity level. 

his presentation emphasizes 
the importance of acquainting 
work done by 


management in their interests. 


employees with 
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IN THE MIDWEST 


Form Cincinnati Company 


@ Cin-O-Pix Company, Cincin- 
nati, Ohio, visual distributor, re- 
cently formed by Paul M, McMul- 
len, was first organized in Septem- 
ber, 1946, to distribute 16 milli- 
meter motion picture features and 
to deal in equipment for this type 
of business. The company is lo- 
cated at Spring Grove Avenue and 
Hofftner Street in Cincinnati. 


McMullen will be President; 
John H. Herbert, former service 
here for General Time 
Corporation, will be Vice Presi- 
dent; Dorothy E. Henn, formerly 
Wat 


Inc., will be 


manage! 


with Emergency Pipelines, 


Secretary- Treasurer. 


_ oo — | a: chiiiilleteniilind qlislngraghix sardes' ter the 
-——__ production of sound motion picture films ... for industry and education. 
for other film producers and photographic departments of other industries. 
Superior 16mm. duplicates with or without optical effects... black 
and white or full color. Write for further information. 


® Sound Stoge of 8,000 Sq. Feet 
® Recording Studio with Seven Channels 


| @ Lab Capacity of 112,000 16 mm. fest par doy - 





Especially equunned 
ey ae 


Large quantities of prints 


Color Prints with Optical Effects! 


NEWS ABOUT MEN WHO MAKE PICTURES 





H. Henry Sundermann is attor- 
ney for the new company. 
McMullen formerly was with 
the Cincinnati Gas & Electric Co., 
Wright Aeronautical Corporation 
and the Russell C, Roshon film 
distribution organization. 


* * * 


Stoddard Joins EB Board 


@ GEORGI 
dent of the University of Illinois, 


D. STODDARD, presi- 


has been named a member of the 
Board of Directors of ENcyYcLo- 
PAEDIA BRITANNICA FILMS INC., it 
announced by E. H. 
Powe.t, chairman of the board 


has been 


of the educational motion picture 
producing concern, Long inter- 
visual education, Presi- 
Stoddard has written and 


done research work in the field. 


ested in 
dent 


poner) 


a 





© Producing films by the 16mm. 
method for 15 years fi 








Ray BALLARD 


Ballard Joins Frank Lewis as 
Film Division Executive 

@ News of the appointment of 
Ray Ballard, writer and produce: 
of commercial films, as vice-presi- 
dent in charge of the film division 
of Frank Lewis, Inc., Chicago, 
was announced this 
incident with the sale of his inter- 
Ballard-Bowman Films. 
Further details will be given next 
month, 


month, co- 


est in 


N. B. STANTON 


Stanton to Florez, Inc. 

@ A new editorial executive with 
Florez, Inc., Detroit visual train- 
ing and production firm, is N. B. 
STANTON, recently named to that 
post by GENARO FLOREz, president. 


~ * * 


Department of Agriculture 
Authorizes Film Rentals 


@ Due to increased costs of han- 
dling, distributors of Department 
of Agriculture motion pictures 
have now been authorized to make 
a rental charge to borrowers under 
some conditions. 

Ihe new plan, which may be 
extended to include other govern- 
ment films, allows film libraries 
to charge one dollar per reel pet 
day providing the total fee per 
booking does not exceed five dol- 
lars. Federal, state and county 
agricultural agents will continue 
to have priority on all films. 
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N. A, PONTET 


Owens-Illinois Glass Announces 
Pontet as Film Executive 

@ News from Toledo, Ohio, this 
month carries the appointment of 
N. A. Pontet, of Owens-ILLInots 
Grass Company, to head of film 
activities, Pontet has been in the 


department since its formation 
several years ago and is Treasurer 
of the 


Industrial Audio-Visual 


Association. 


WESTERN ROUNDUP 





R. H. BEMILLER 


@ Roperr H. BeMiLier, experi- 
enced animator and photographic 


specialist, recently announced the 
formation of BEMILLER PRODUC- 
rions, Alhambra, California. 
Bemiller, in association with M. 
Zukor, will specialize in anima- 


tion and title work, for both mo.- | 


tion pictures and film strips and 
slides. 

Bemiller until recently 
animator at MGM studios, where 
for the last three years he was a 
member of the group producing 
the Academy Award winning car- 
toon short. He was also the special 
effects animator for the picture 
Quiet Please and for the cartoon 
title of the feature Holiday in 
Mexico starring Walter Pidgeon, 
and worked on the 
cartoon sequence Gene 
Kelly dance in lweigh. 

In addition to offering a pro- 


well known 
of the 


Anchors 


duction service to other producers, 
the company will produce some 
independent films and filmstrips, 
in both animation and live action, 
Currently in production is a 16 
mm color animation film The 
being produced for 
Christian Mission Films. 


Creation, 


* * * 

Eddie Albert and UPA 
Cooperate on Instructionals 

@ United Productions of America 
has been awarded the animation 
section of Eddie Albert’s newest 
film, being produced for the Uni- 
versity of Oregon on sex educa- 
tion. Animation section of 
film is a complete film within a 
film and will give detailed and 
scientific information on 
glandular development of chil- 


dren on reaching maturity as well 
as the conception of a baby and | 


the nine month development 
stage. 

os * * 
Announces Production Firm 
Byron Washington Studio 
Engineered for 16mm Use 
@ Advance word from 
Washington, D.C. producer and 
l6mm. service organization head, 

discloses that a 











ROLA 


Ask for Booklet 





PRODUCTION UNIT 


Modern Studio, Lighting, Sound, Color 
Immediate high-fidelity playback 


Camera & sound men, well-equipped, 
artistically and scientifically skilled 
SPECIAL SERVICE: Difficult and unusual 
raphy — microscopy — time-lapse — etc. Engineering. 
Sandy Hook, Conn. 
Phone: Newton 581 

PIONEERS FOR MANY YEARS 


photog- 


“dream” studio and 
laboratory setup, en- 
gineered especially for 
l6mm, will 
for 


soon be 
review. A 
laboratory is on the 
first and the 
second floor is studio 
space. More than 50 
rooms are in the com- 
plete layout, featuring 
novel innovations. 
Byron 


open 


floor 


recently 


D.C, 
tary now showing. 


ton, documen- 
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was an | 


the | 


the | 


Byron, | 


produced a Washing- | 


FREE! 
weW 1947 CATALOG 
U.S. GOVERNMENT 


VISUAL AIDS AND 
TRAINING FILMS 








Office of Education and other Gov- 
ernment agencies with the complete 
cooperation of the foremost author- 


ities in education and industry. 


UST OFF THE PRESS, this big new 
J catalog describes the largest and 
most important group of visual aids 
for classroom and factory use yet 
produced. These low cost training 
films are being widely used all over 
America in teaching thousands of 
workers and students in many 
fields. 

They were produced by the U. S. 


You, too, can make your teaching 
of difficult concepts and principles 
— your training of workers, easier 
and more effective by using these 
16 mm sound motion pictures. Aid 
your students to learn faster! 


A FEW EXAMPLES OF THE MANY SUBJECTS AVAILABLE 



















A New Supervisor Takes a Look at His Job 

Safety in the Shop 

Adding or Removing Refrigerant 

The Airplane Mechanic 

Techniques of Group Chest X-Ray Services 

The Slide Rule (Percentage, Proportion, Squares and Square 
Roots) 

Veterans Report No. |! 

Origin and Synthesis of Plastics Materials 

Charging and Operating a Cupola 

Split-Phase Motor Principles 

Trouble Shooting Your Car 

Film Tactics (use of teaching films) 


16 MM SOUND 


S 
730 MOTION PICTURE 


and 


595 FILM STRIPS 


his 
are described in t 
aids 


al 
complete visu? 


catalog 


CASTLE FILMS 


DIVISION OF 
UNITED WORLD FILMS, INC. 
DISTRIBUTORS FOR 
U.S. OFFICE OF EDUCATION 





Beene oss rhea. 
i Castle Films, Inc., 30 Rockefeller Plaza, New York 20, N.Y. 


Please send me FREE COPY of the NEW 1947 CATALOG describing 730 Motion Pictures and 











I 
i 585 Film Strips. j 
4 Name | 
| 
{ Street i 
City & State J 


| THE 1947 AUDIO-VISUAL PROJECTIONIST’S HANDBOOK IS READY! 





ORDER | 
| YOUR copy AT $1.00 POSTPAID FROM BUSINESS SCREEN, CHICAGO (11). 


| 
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EQUIPMENT HEADLINERS MEET: 
at Los Angeles last month, (left to right) 
are D. D. Carson, sales manager, Craig 
Movie Supply Co.; 


preside nt and sales 


Harry Monson, vice 
{mpro 
Talton Craig, president of 


















director, 
Corporation 


the Craig organization 


Visual Education Dealers Hold 
Western Regional Meeting 

@ The Western Regional Meet 
ing of the National Association of 
Visual Education Dealers will 
take place at the Hollywood 
Roosevelt Hotel, Hollywood, Cal 
ifornia, on April 24, 25 and 26, it 
was announced by Merriman H. 
Holtz, 
Adette Equipment Corporation 
and NAVED Western Region Di- 
Bette 
are expected to attend the meet 

































President of the Screen 


rector. than 100 persons 


ing, including dealers, film li 
brarians, and salesmen. 
\ feature of this meeting is the 


“joint educator-dealer — session” 


which is planned for Saturday, 
\pril 26. 


tors from all Pacific Coast states 


lo this session, educa 
will be invited, There will be a 
full day for discussions of the mu 
tual problems of the dealer and 
the educator, in an _ effort to 
strengthen the very great coopera 
tion which already exists between 
the two. 


The meeting will open with a 
party on Thursday evening, April 
24. Sessions for dealers and sales 
men will continue all day Friday, 
April 25. On Friday evening there 
will be a NAVED dinner for both 


educators and dealers, 


Hotel 
NAVED meeting may be obtained 
through Mr, Fred Roberts, Presi 
dent, Training Aids, Inc., 7414 
Beverly Blvd., Los Angeles 36, 
California. 


reservations for the 


* * * 







Bausch & Lomb Opens New 
Plant at Wellsville, N.Y. 

@ The opening of a manufactur- 
ing plant at Wellsville, N. Y., and 


arrangements to 






purchase — the 
modern, four-story Navy Building 
on Champeney Terrace are an 
nounced by BauscH & Loms Op 
ricAL COMPANY as part of the 
firm's $6,000,000 plant expansion 


and equipment modernization 






program. 


M. Herperr EIsenuarr, presi 
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dent, said, “During the past sev- 
hundreds of 
sands of dollars worth of new and 


machine tools of every descrip- 
tion. Entire departments, particu- 
larly at the Navy Building, said 
improved optical machinery has to be one of the most 


eral months thou- 
modern 
optical plants in America, have 
been remodeled and equipped 
with latest model lens making 
machinery. 


been purchased, In addition, 


many new manufacturing  proc- 
esses have been developed and 
installed by our research engineer- 
ing and manufacturing divisions 
RCA Victor Division Announces 


to help meet mounting demands ; 
Eades as Southern Regional Mgr. 


lor hundreds of ophthalmic prod- 
Ev_mer D. 
Eaves as Regional Manager of the 
Southern Regional office of the 
RCA Vicror’ Division, RApbIo 
CoRPORATION OF AMERICA has 
been Walter M. 
Norton, Director of Distribution 
for the Division. 


ucts and optical instruments.” @ Appointment of 

Much of the new manufactur- 
ing equipment has been installed 
in the firm's glass plant, lens divi- 
sion and Navy Building, It in- 
cludes optical glass-making  fur- announced by 
naces, batteries of lens grinding 


and polishing machines as well as 





CAN'T GET STARTED ? 


MANY ORGANIZATIONS DO EXPERIENCE DIFFI- 
CULTIES IN LAUNCHING VISUAL TRAINING PRO- 
GRAMS. ROCKETT PRODUCTIONS’ TWENTY-FIVE 
YEARS OF FILM MAKING EXPERIENCE IS AT YOUR 
DISPOSAL IN PLANNING AN EFFECTIVE MOTION 
PICTURE OR SLIDE FILM PROGRAM. 


sh Excerpt from Rockett color motion picture ‘‘Years 
*” Ahead" produced for Richfield Oil Corporation. 


ROCKETT 
PRODUCTIONS 


6063 SUNSET BLVD. * HOLLYWOOD 28, CALIF. 
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WILLIAM LANGDON PRAGER 


Fonda Signs Westrex Company 
for Foreign Representation 


@ WILLIAM L. PRAGer, Sales Man- 
ager of the Fonpa FILM PRocess- 
ING EQUIPMENT Division of SOLAR 
AIRCRAFT Co., announced recently 
reached in 
January for the sales representa- 
tion of Fonda equipment outside 
the United States and Canada by 
WestTrREx, Western Electric Export 
organization, 


that agreement Was 





This arrangement adds the Fon- 
da line of laboratory equipment 
to the already extensive photo- 
graphic list handled by Westrex, 
and helps complete its line of 
products for international market, 

Fonda machinery has been mov- 
ing about as fast as production 
will permit. P. J. Patel of “Patel, 
India, Ltd.” received their second 
Fonda machine in February; Ray- 
Bell and RCA were scheduled for 
March delivery and Byron Labora- 
tory for April. 


Victor Announces A. F. Victor 
as Chairman of the Board 

@ The election of 
ALEXANDER F, Victor as Honorary 
Chairman of the Board of their 
VicroR ANIMATOGRAPH CORPORA- 
rlON 


unanimous 





subsidiary has been  an- 
nounced by Curtiss-WriGHT Cor- 
PORATION, New York City. Mr. 
Victor resigned the presidency in 
January at which time SAMUEL 
G. Rosr, who has been associated 
with him since 1910, was elected 
President. 

Mr. Rose is on an extended 
Western trip in late March and 
early April. He will visit Victor 
dealers in that area while enroute. 






















































Bell & Howell President 
Cites High Excise Taxes 











labor 
boosting 


@ With increased costs of 
and materials already 
quality photographic equipment 
far above normal price levels, the 
25°, Federal Excise tax 
rate on such products endangers 


15% to 


the industry's future, according to 
J. H. McNass, president of BELL 
& HoweLt Company. The House 
of Representatives recently voted 
to continue this tax, it is learned, 
with Senate action under consid- 
eration at the present time. 

In a letter to Senator Eugene 
Millikin, Chairman of the Senate 
Finance Committee, McNabb 
points out that the retention of 
such disproportionate levies 
amounts to dangerous discrimina- 
tion against manufacturers, re- 
tailers, and the general public. 

“The 25% rate as it. now 
stands,” McNabb, “is the 
highest manufacturer’s excise tax 


Says 


rate to be imposed on any indus- 
try, and is far out of line with the 
approximate average of 10°, paid 
by other manufacturing industries, 
The time is not far distant,” the 
Chicago industrialist continues, 
“when high costs plus the exhorbi- 
tant excise tax rate will result in 
partial paralysis of the nation’s 
photographic business, due to the 
public’s expected refusal to pay.” 

In pointing out that photog- 
raphy no longer is a luxury, Mc- 
Nabb cites the fact that more than 
60°, of all photographic goods 
now manufactured are for use by 
schools, churches, and indusiry. 
Furthermore, he avers, thousands 
of new photographic stores have 
been opened by veterans all over 


the country, and these, together 
with previously-established deal- 
ers and distributors, are reporting 
grave concern over the consumer's 
reluctance to pay the excessive tax 
rate now in effect. 

In requesting Senate action to 
eliminate the photographic excise 
tax or to reduce it to a maximum 
10° at McNabb 
explains that failure to do so may 
industry-wide _ set- 
backs in employment and com- 
pany This actually 
would reduce the manufacturers’ 
direct contribution to Govern- 


level of most, 


cause scrious 


earnings. 


ment revenues through corporate 
income taxes. 


AMPRO SERVICE AWARDS 








MONSON 


(left) 


congratulates Ampro ad manager Bill 


PRESIDENT AXEL 


of 


service at company ceremony honoring 


Scranton on the latter's ten years 


veteran employees with service awards. 





CAMERAMAN WANTED 


Gl preferred, experienced tak- 
ing, sounding 16mm motion pic- 
tures. Permanent — opportunity 
for advancement. 


Apply at Once 


GALLAGHER FILMS 
Green Bay, Wisconsin 














BOWMAN FILMS INC. 


CHICAGO 


Stidefilms 
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PRODUCED HEADLINES* AND PROFITS 


FOR ANOTHER CLIENT... . 
PHILADELPHIA DAILY NEWS — 
JAN. 7, 1947 


CROSSTOWN By 
JERRY GAGHAN 









CLEVELAND NEWS — 
Jan. 8, 1947 


BY CLAUDE VERNE TALBOT 


News Travel Editor 





BOX OFFICE — 
Jan. 11, 1947 


CINCINNATI — Universal-International and 
the Chesapeake & Ohio railroad staged some- 
thing new in exhibition and in railroading 
Monday night, January 6—what they called a 
double world premiere. 


















It is really something new in the way of 
exhibition. It is no temporary setup. The dining 
car and its companion on the train traveling in 
the opposite direction were specially designed 
for these shows .. . 

The sound apparatus has been specially de- 
signed for railroad use and it measurs up to 
theatre stondards, ** 





*MANY MANY MORE 
IN OUR CUSTOM- 
ER’S FILES. 


















** Engineering — Equipment and Installation by 


COMPREHENSIVE 
SERVICE CORPORATION 


245 West 55th Street * New York 19, N. Y. 
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Benograph Division Holds 


Canadian Sales Conference 


@ Merchandising plans for Ca 
nadian distribution of visual aids 
and photographic products wer 
discussed at the recent sales con 
ference of the Benograph division 
of Associated Screen News Lim 
ited, Montreal. Field men trom 
Vancouver, Winnipeg, Toronto, 
and Moncton met with head of 
fice staff to review Benograph’s 
first full year of operation, and to 
discuss plans and policies. 

Three days of the week-long 
conference were given. over to 
sales clinic talks and demonstra 
tions by representatives of leading 
suppliers, including Bell & How 
ell, and Society for Visual Educa 
tion, Chicago; Castle Films, Chess 
United, Neumade Products and 
Pavelle Color, New York; Ameri 
can Optical Company, Buffalo; 
G. B. Montgomery Mig. Co., 
Glasgow. 

Conference proceedings wer« 
under the direction of Stuart S. 
lait, General Manager, and Gilles 
R. Gauthier, Sales Manager, of 
Benograph. 


RCA l6mm Equipment Section 
to Hold Planning Session 


@ A week-long planning meet 
ing to discuss distribution and 
product plans will be held by 
RCA’s 16 mm Equipment Section 
at the home office in Camden, 
N.]., April 14 to 18. 

O. V. SwisHer, Manager of the 
16 mm Equipment Section, is 
scheduled to reveal first details of 
the new line of 16 mm equipment 
to be announced soon, Distribu 
tion policy will be outlined by A, 
G. PETRASEK, 16 mm Equipment 
Sales Manager, while Ep Jones, 
Promotional Manager of the Sec 
tion will present dealer merchan 
dising plans proposed to assist 
RCA’s 16 mm dealers in distribut 
ing audio-visual devices. W. H. 
KNow Les, Manager of the Educa- 
tional Department, will describe 
the Section’s plans for working 
with schools across the country. 

RCA regional representatives 
to attend the meeting include Al 
Josephsen and M. F. Blakeslee of 
New York; Hal Winters, Harry 
Somerville and Milt Romney of 
Cleveland; Elmer Eades, and El] 
mer Beneke of Atlanta; Hal 
Maag, Larry LaHar and Bob 
Cleveland of Los Angeles; R. H. 
Renholm, Buck Lewis and Bob 
Hunt of Chicago; Jim Cocke and 
Max Heidenreich of Dallas, 
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VisuaL INpustry Leavers at Benograph’s Sales Conference banquet in 
Montreal last month: (left to right) Oscar Neu, Neumade Products; 


E. L. Schimmel, Bell & Howell; B. E. 


Screen News, Ltd.; H. J. Spiess, Castle Films; and Stuart S. Tait, general 
manager, Benograph Division of Associated Screen News. 


eZ 4 : oss 


for 
LIGHTING 


a full line of 


Norrish, 





president, Associated 
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Piretitetaceatl ar tils ma tue Lamps 


Cables — Boards — Boxes 


and Accessories 
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DISTRIBUTORS 
































MOLE-RICHARDSON CO. 


Holly wood 














California 


Your requirements for interior 






or exterior locations taken care 


of to the last minute detail. 


RENTALS SALES 


SERVICE 







(Charles Ross, Inc. 


4343 West 52nd Street 


New York 19, N. Y. 











Circle 6-5470-1 


Quality Optical Printing 
Service by Filmeffects 

@ More than 40 years of experi- 
ence in optical printing work has 


been combined with modern pre- 
cision equipment by FILMEFFECTS, 
new Hollywood optical printing 
service firm formed by Linwoop 
Dunn, director of cinematography 
at RKO Radio Pictures, CHARLES 
Berry, Universal 
Studios’ optical printing depart- 
ment, is plant manager. 


formerly ol 





Linwood Dunn and the Acme- 
Dunn 35-16 optical printer. 


The Academy Award-winning 
35-16 optical printer, of which 
Mr. Dunn is co-designer, is stand- 
ard equipment. Specialized  ser- 
vices available include 16mm 
Kodachrome and 35mm _ Ansco 
Color _ release-printing masters, 
made either from 16mm color ori- 
ginals or 35mm separation nega- 
tives. All types of optical work 
are offered by the firm, Filmef- 
fects is located at 1153 N. High- 
land Ave., in Hollywood. 
Patents All-Electronic 
Color Television System 

A new all-electronic color tele- 
vision system using a single elec- 
tronic picture tube has been pat- 
ented by George E. Sleeper, Jr. 
and assigned to his firm, Color 
Television, Inc, of San Francisco. 

Sleeper, former engineer with 
Farnsworth and with CBS, an- 
nounced that under his system 
sets can receive either color or 
monochrome transmissions. Re- 
ceiving sets to receive color trans- 
missions under the new system 
could be manufactured for no 
more than $35 increase over the 
cost of present receivers. 





SCRIPT WRITER 
Slidefilms - Motion Pictures 
FREE LANCE 
PECHNICAL radio, elec 
tronics, chemistry allied 
subjects. 
Member American Chemical 
Society and Institute of Radio 
Engineers. 
Specialist in dramatizing tech 
nicalities for lay appeal. 
FRED E. EBEL 


3705 N. Port Washington Ave. 
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TOP-FLIGHT PUBLIC RELATIONS 








Film: Bill Bailey and the Four Pillars. Pro- 
ducer: Emerson Yorke Studio. Exclusive 
16 mm Distributor: American Banker's 
Association, 
* Bill Bailey is an unusual example of the 
“sponsored” film. Originally planned and 
independently produced as a documentary 
subject based on a Reader's Digest article by 
J. P. McEvoy, the film has been completely 
allocated to members of the American Bank- 
er’s Association for exclusive 16 mm distribu- 
tion. Members utilizing the film are thus not 
“sponsors” but users of the production on a 
participating basis. Full ownership of the film 
rights still rests with its producer, Emerson 
Yorke. 

Unusual, also, is the fact that C. W. “Bill” 
Bailey who appears in the film as a small town 
banker in Clarksville, Tennessee, has, since 
the completion of the production, become 
President of the American Banker's Associa- 
tion, This appears to be the result of either 
extraordinary coincidence or considerable 
foresight, for, though Bill Bailey was, indeed, 
a successful and astute small town banker, he 
was only that, when Yorke’s cameras framed 
him in his Clarksville bank. 

Synopsis: Bill Bailey and the Four Pillars is 
the story of what one man did to bring a 
better farm economy program to a southern 
county, Clarksville is located in the “dark 


leaf” tobacco district of Tennessee. Genera- 
tions of Clarksville farmers have raised and 
cured their crops of tobacco, and tobacco only, 
resulting in land which was being drained of 
productivity by the greedy plant. Added to 
this, the lessened demand for “‘dark-leaf” was 
causing more and more farmers to go into 
debt. 

Bill Bailey, the local banker, determined 
to foster a rounded program of farm pro- 
ductivity based on the four seasons. Against 
the natural reluctance of born-and-bred_to- 
bacco farmers who had never known anything 
but tobacco raising Bailey set up a program 
of personal help, by the bank’s field men, 
quick loans to help the farmers start the new 
projects, and by convincing demonstrations he 
converted Clarksville’s economy from complete 
dependence on tobacco to a four-pillar pro- 
gram of sheep, wheat, cows, and tobacco, all 
of which proved to be successful on Clarks- 
ville farms. 


Technical Notes: Bill Bailey and the Fou) 
Pillars,is an 18 minute black-and-white sound 
film, photographed in Clarksville, Tennessee 
with native farmers, and others, for its cast. 
Distribution: Members of the American Bank- 
er’s Association arrange distribution for Bill 
Bailey and the Four Pillars in their own locali- 
ties. The Association has endorsed the film 
to its members, but prints are purchased direct 
from the producer, Spanish and Portuguese 
versions have been prepared for Latin-Ameri- 
can distribution, 


A specialized service for 
the best in precision 


OPTICAL PRINTING 


USING THE ACADEMY AWARD- 
WINNING ACME-DUNN 
35-16 OPTICAL PRINTER 


OF HOLLYWOOD 


Established 1947 


A new company, backed by the ex- 
perience of many years in major 
studio special effects work. 


35mm — 16mm — Color — BAW 
Reductions — Blow-ups 


BALANCED PRINTING MASTERS 
MADE FROM ORIGINAL COLOR 


Special Blow-Up Work Prints 


1153 N. HIGHLAND AVENUE 
Hollywood, Calif. HO. 5808 
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TAKE A GOOD LOOK 


AT THE FONDA DEVELOPER 


* Especially the Fonda Driving Principle 


When you are in Hollywood stop at 6534 Sunset Boulevard 
for a good look at the Fonda Film Developer. Ask every possible 
question about the patented Fonda driving principle. That's the vital 
part of any film processing equipment, and we welcome compari- 
son of Fonda’s unsurpassed method of regulating film tension. 

When you own a Fonda you are equipped to process any type of 
film at almost any speed range — 35 mm, 16 mm, color, black and 
white, positive, negative, reversal or microfilm. Write for details 





Sales office: 6534 Sunset Blvd., 
Hollywood 28, California +» Factory: San Diego 















FONDA FILM PROCESSING 
EQUIPMENT DIVISION 
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HE NEW PRODUCTS pa 
é rade slowed down a _ bit 
during the closing winter months 
preparatory to what is expected 
to be a landslide of improved and 
new projection and accessory de 
vices said to be coming out ol 
the labs in the Spring and Fall 
months ahead. Items shown re 
cently however were in keeping 
with the trend toward better illu 
mination and generally efficient 
projection for the business field 


Eastman Kodak Previews 
New Kodaslide Projector 
® A new slick 
delivers more light to the screen 
othe 
x 


projec tor which 


than any projector cre 


ated for 2 2 transparencies 
was previewed in February by the 
EASTMAN KopaAk ComPaAny at the 
22nd Annual Photographic Trade 
Show of the National Photo Deal 
ers and Finishers Association at 


Cleveland, 

Ihe new Kodaslide Projector, 
Master model, was introduced to 
the trade as a part of the Kodak 
exhibit although it will not be 
available commercially for some 
weeks. 

Suitable for uses ranging all the 
way from home to theatrical pro 
jection, the Master Model is sup 
plied with a 100-watt projection 
lamp and may be used with any 
of four other lamps of from 300 
to 750 watts. Five projection lenses 
are available for use with it: a 
5-inch {/2.3 Projection Ektar; a 
7Y%-inch {/2.3 Projection Ektar; 
an 11-inch {/3.7 Projection Ektar; 
a 5-inch £/3.5 Projéction Ektanon, 
and a 74-inch f{/4 Projection Ek 
tanon, subject to requirements. 

Interchangeable condenser lens 


Kodaslide Projector Master Model 





cs insure maximum efficiency with 
whatever type projection lens is 
used. Condenser and projection 
lenses are Lumenized—coated with 
a microscopically thin layer of 
magnesium fluoride to reduce in- 
ternal reflection and increase light 
transmission, The most efficient 
tvpe heat-absorbing glass available 
is employed in this optical system. 

In addition to the heat-absorb- 
ing glass, pressurized air helps 
guard transparencies against ex- 
cessive heat. The fan is designed 
to send three separate blasts of ait 
past the lamp, the condenser sys- 


Western Electric Shows 
@ Ihe Western Electric Fastax 
is a new high-speed motion pic- 
ture camera recently offered for 
sale by the Graybar Electric Com- 
Developed by Bell Tele- 
phone Laboratories and manufac- 
tured by the Western Electric 
Company, the Fastax makes avail- 
able to scientists and industrial 
engineers a versatile tool for the 


pany. 


study of high speed phenomena 
beyond the perception of the hu- 
man eye. 


The motion of objects viewed 
frame-by-frame can be measured 
with great accuracy on the new 
camera. The pictures are a com- 
plete and direct representation of 
the action, as compared to the 
indirect and partial representa- 
tion obtained from such instru- 
ments as optical levers, shadow- 
graphs, 


oscillographs, oscillo- 


scopes, stroboscopes, flash and 
spark photographs. Action photo- 
graphed by the Fastax and pro- 
jected at a slower speed is re- 
tarded, or slowed down, by the 
ratio of the two speeds. 

The camera is arranged for tak- 
ing pictures at a rate of 150 to 
8,000 per second, which when pro- 
jected at the normal speed of 16 
frames per second give a time 
“magnification” of from 10 to 
500 times. 


The camera is of the continu 
ous moving film type with a rotat- 
ing prism positioned between the 
lens and the sprocket. The lens 
rotates in synchronism with the 
him creating successive and prop- 
erly spaced images traveling with 


tem, and the slide itself. The slide 
carrier and film gate are so de- 
signed that the blast of air direct- 
ed at the slide passes both sides 
of the transparency. Slide tem- 
perature, as a result, is no greater 
than in many projectors using 
projection lamps of wattages as 
low as 150. 

Made of die-cast aluminum and 
attractively finished in two shades 
of gray, the Master model is ex- 
tremely simple to operate. The 
lens focusing is controlled by turn- 
ing the barrel and a single knob 
controls the tilting mechanism. 


New High Speed Camera 


the film. The image gathered by 
the lens is refracted by the prism 
upward to meet the incoming 
frame, and as the frame advances 
downward, the image follows, 
thereby permitting continued ex- 
posure throughout the period 
that the film passes the aperture. 

Two \% horsepower motors 
drive the camera; one drives the 
take-up spindle, the other the 
sprocket and rotating prism. A 
100 foot roll of film takes from 
1l4 to 25 seconds to pass, depend- 
ing on the number of pictures per 
second desired. 

Each Fastax is equipped with an 
argon-filled glow lamp timer, 
mounted in such a way that its 
light can be projected on the 
edge of the film for accurate tim- 
ing of a moving subject. When 
operated at 60 cycles per second, 
the light gives 120 pulses of light 
per second. It may be operated 
at other frequencies; the upper 
frequency limit is determined by 
the characteristics of the glow 
lamp used. The source of a 
should have a peak voltage of ap- 
proximately 130 volts. The tim- 
ing pulses in no way interfere 
with the exposure field. 

Among the industries to which 
the Fastax may be applied are the 
electrical (fuse blowouts, gover- 


nors, gencrators, arcs, etc.) , Wans- 


portation (carburetor, valve, en 
gines, wind tunnel, spring actions, 
etc.), photographic (photo-flash 
analysis) and countless others. 

At present two models are being 
offered—8 mm and 16 mm. Price 
is $1610. 





PERSONALIZED VISUAL SELLING 


is the job for the new Twinlenz Viewer, 


product of Craftsmen’s Guild. Viewer 
enables salesman to _ present product 
demonstration in  3-dimension from 


single picture slides. 


Former Army Precision Camera 
Now Available in New Lektro 
@ Phe American Air Force Movie 
Camera that determined how 
many enemy aircraft our pilots 
and gunners had shot down, has 
now been made available as a 16 
mm motion picture camera for 
civilians. 

Due to its continuous action, 
which permits the filming of an 
entire magazine of film in one, 
unbroken sequence, this camera is 
of practical value in many in- 
stances. Those engaged in the film- 
ing of sports, news events, medical 
and dental techniques, industrial 
and commercial processes and 
many other similar subjects, in 
which a stoppage to wind the 
camera spring may interrupt im- 
portant action or completely lose 
valuable sequences, will find the 
continuous action this camera af- 
fords useful. 

The new camera was made dur- 
ing the war by Bell & Howell, 
Fairchild, and Morse; and was 
mounted in the wings of battle 
planes and operated directly from 
the planes’ motors, It proved its 
worth by filming sequences in 
such battle epics as The Fighting 
Lady and Memphis Belle. 

Made to government specifica- 
tion, this precision-tooled instru- 
ment, heretofore restricted to the 
war effort, has been redesigned for 
general use by Appco Engineering 


The 16 mm Lektro Camera 
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Laboratories. At Appco, it has 
been stripped of all excess parts 
and completely rebuilt. The mo- 
tor now operates from a small, 
compact Power Pack weighing 
only one pound; making a light- 
weight unit of camera and battery 
housed in a carrying case, the 
entire weight of the unit being 
only 534 pounds, which can be 
easily carried, This battery was 
especially made, after it was dis- 
covered that available batteries 
were unable to give the Lektro 
Camera its necessary constant 
power. After much experimenta- 
tion, the Bright Star Battery Com- 
pany produced for this camera, a 
lightweight battery pack that 
would run at least twenty maga- 
zines of film; and a heavy duty 
pack that would run fifty maga- 
zines. 

After being tested for film mag- 
azines in all stages of operating 
conditions, and “Strobo-Tac’ed 
for consistency of speed, voltage 
maintenance, and power drainage 
over a period of time, the camera 
was “dressed” for eye-appeal and 
christened the “LektroCA MERA.” 

The finished unit of camera 
and battery, housed in a leather 
case, is now being offered. 





Change in Name of Lens Coating 
Announced by Bell & Howell 

@ In a move calculated to main- 
tain uniformity in the use of 
FiLMo as a widely recognized sym- 
bol of precision, Bell & Howell 
Company has _ redesignated as 
FILMCOATE its lens surface coating. 
The coating was previously called 
Extra-Lite. 


Radiant Corp. Designs New 
Wall and Ceiling Screen 

* RADIANT MANUFACTURING Cor- 
PORATION, Chicago, is presenting 
a completely redesigned and at- 
tractive wall and ceiling model 
screen, 

One new feature which will be 
of considerable assistance to users 
is the versatile hanger bracket 
which permits either wall or ceil- 
ing installation. The Hy-FLEct 
glass beaded fabric is protected in 
a dust-proof metal housing and is 
permitted to roll and unroll 
smoothly by an automatic spring- 
roller device, thus assuring per- 
fect operation, 

Sturdy streamlined end caps add 
an attractive contrasting note to 
the duo-tone finish and provide 
the roller mechanism with sure 
protection against 


dling. 


rough —han- 





Opti-Focuser Aids On-the-Spot 
Sound Optical System Alignment 


@ A brand new solution for an 
old projection problem—aligning 
the sound optical system quickly 
while the show is going on—has 
recently been introduced by S.O.S. 
Cinema Supply Corporation of 
New York. The $.0.S. Opti-Focus- 
ser, a completely self-contained 
amplifier, designed just for this 
purpose, allows adjustments to be 
made by novice or expert in just 
a few seconds on any 16 mm or 
35 mm soundhead or sound pro- 
jector, 

Alligator clip leads are provided 
for connections to any convenient 
point in the photocell circuit 
without removing or disturbing 
any existing wires, A test loop is 
supplied to run through the pro- 
jector during the adjustment pe- 
riod, The regular amplifier is not 
used during the alignment, all 
necessary power and adjustable 
PEC voltage being supplied by 
the Opti-Focusser, which is entire- 
ly self-contained except for an 
external pair of earphones, No 
additional equipment or 
sories are required. 


acces- 


While the adjustment is being 
made, both hands and both eyes 








ane 
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New S.O.S. O pti-Foe use? 


are free to make the alignment. 
There are no meters or other vis- 
ual indicators to distract the atten- 
tion of the operator, as earphones 
furnished eliminate all outside 
noises. The Opti-Focusset allows 
quick and accurate alignment to 
be made with perfect ease between 
reels and while the other pro 
jector is running. The S.0.S. Opti- 
Focusser retails for $37.50. 


Eagle-Lion Salesmen Provided 
With Portable 16 mm Equipment 


@ Eacie-Lion, major entertain- 
ment film company, is providing 
portable 16 mm projection equip- 
ment for its salesmen in all 36 of 
the company’s field offices, Sales- 
men will carry key sequences of 
various film releases beginning 
with Repeat Performance, 








MITCHELL Standard 35mm Camera 


BELL & HOWELL Rackover 35mm Camera 


triangle, and cables. 


Available for Immediate Delivery: 


Complete with 35mm, 50mm, 75mm, 152mm, Baltar F. 2.3 coated lenses and the following Mitchell 
equipment — upright view finder, matte box and sunshade, friction head, standard tripod, leather 
tripod boot, baby tripod, hi-hit, 3-1000 ft. magazines, 110 v. variable speed motor and tachometer, 


filters, 3 carrying cases, battery case, cables, adjustable aluminum triangle and loading bag. 


Complete with all equipment. 4 lenses, Mitchell upright finder, Mitchell matte box and sunshade, 
Akeley gyro tripod, 2-1000 ft. magazines, 12 v. D. C. Mitchell variable speed motor, light-weight 


12 v. wet battery, battery charger, accessory carrying case, camera case, magazine case, loading bag, 


The above two cameras are in excellent condition 


Specialized Sound Products Company 


Motion Picture & Slide Film Equipment 
551 FIFTH AVENUE ° 


NEW YORK 17, N. Y. 
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All Dressed Up— 
—No Shoes 


Like a well-dressed man without 
shoes, many industrial motion pic- 
tures are well-dressed in story and 
photography, but lack the polish of 
good music. Leading producers are 


increasingly turning to Velazco 





scores for the polish that only 
GOOD MUSIC can give. 


ALL THIS AND SERVICE TOO 
For out-of-town clients requiring further service, we can 
recommend reputable firms for the production of art titles, 
animation, special effects, etc. Our supervision of these skills 
assures you of a quality production. 


| @VELAZCO 


1697 Broadway, New York 19 - 



































Phone: Circle 5-6121 













































































laboratories, inc. 


HOLLYWOOD, CALIFORNI 






































* Kodachrome Printing 


Individual scenes automatically color corrected. 

















* Non-Slip Sound Printing 














* B & W Processing 














Gus Barth Wilson Leahy 











1161 N. HIGHLAND AVE. ° HOLLYWOOD 38, CALIF. 
Phone Hillside 7471 































Vuette Illuminator Features 
Brighter Display for Films 


@ Advertisers who utilize color 
film for promotional display will 
be intriguéd by the versatility ol 
the new Vuette Illuminator, be- 
ing introduced by Moviette, Inc. 
of New York. 

he new display unit provides 
an 8” x 10” viewing surface 
uniformly illuminated through 
flashed opal, an element formerly 
imported {rom Czechoslovakia, 
made virtually extinct by the war 
and now trickling back into do- 
mestic use. This specially coated 
glass makes possible brilliant dis- 
play, day or night for all film, 


oO. 


from 2” x 


or 


color slides up to 
8” x 10” commercial enlarge- 
ments. A clear glass protective 
covering keeps film free from dust 
and grime. 

The Vuette is V-shaped and 
occupies a space of only 1014” 
wide by 814” deep. While light 
and compact, it is constructed of 
sturdy sheet steel and completed 
in a smart crackle finish that 
makes it equally attractive in dis- 
play windows, offices or living 
rooms. 

Without any alteration, the unit 
can also serve special photograph- 
ic functions. In laboratory work, 
it can be used for examining and 
retouching film negatives, and 
clips are furnished for efficient 
viewing of X-Ray films. Its V- 
shaped design makes it possible 
for use as a darkroom safe-light. 
It can also be utilized for all types 
of sidewall lighting, emitting a 
soft diffused illumination. 


New Color Process Now Under 
Development at Polaroid Plant 


@ Film sponsors and producers 
are expressing considerable inter- 
est in a new color process under 
development by Polaroid Corpo- 
ration, in Cambridge, Massachu- 
setts. Polaroid’s president, Edwin 
S. Land recently introduced a new 
camera designed to produce a 
finished print 50 seconds after ex- 
posure. The Polaroid color proc- 
ess is still under wraps and will 
probably not be officially an- 
nounced for several months. 


Charles Ross Consults Mole- 
Richardson on New Arc Lamp 


@ Cuarces Ross, New York light- . 


ing specialist, has been in Holly- 
wood to consult with Mole-Rich- 
ardson Company, which has re- 
cently begun production on a new 
high intensity arc lamp, called 
“The Brute.” 

The new arc, primarily for use 





BUSINESS SCREEN MAGAZINE 


in color photography, is also in 
demand for some black and white 
shooting. It has been tested by 
several top cinematographers and 
received strong endorsement. 


Projection Method of Testing 
Lens Developed by Bausch, Lomb 


@ A new projection method of 
testing photographic lenses to in- 
sure precision quality control has 
been developed by BauscH & 
LOMB. 

Designed by Wittarp T. Per- 
KINS and ArTHUR E, INGALLS of 
the engineering staff, the testing 
projector is used for final inspec- 
tion of the completed lens, mount- 
ed and ready for shipment to the 
customer. 


The instrument functions like 
a movie projector, except that the 
image it throws on the screen re- 
mains stationary. Like a movie 
projector, too, the image is mag- 
nified hundreds of times, depend- 
ing upon the distance of the 
projector from the screen and the 
focal length of the lens. 

A target, imprinted with a se- 
ries of minute replicas of a special- 
ly designed testing chart, provides 
the image which is _ projected 
through the lens being tested and 
onto a screen. Each chart is stra- 
tegically placed on the target so 
that the entire image field, from 
the center to the extreme outer 
edges of the lens, may be exam- 
ined for all types of aberrations. 

Magnification is selected to meet 
the specific standards required of 
the lens. For example, a micro- 
scopic chart no bigger than the 
head of a pin, may be magnified 
240 times for one type of lens, 300 
times for another, etc. 

By remote control, an operator 
standing near the screen moves 
the lens back and forth within the 
instrument, until the image is in 
exact focus. The minute charts, 
magnified hundreds of times, are 
sharply defined in all instances, if 
no aberrations are present in the 
lens. By means of the image, then, 
the operator is able to determine 
whether the lens meets the re- 
quired standards. 

A second operator interchanges 
the lenses to be tested and checks 
uniformity of back focal length, 
another standard of quality. The 
back focal length is shown by a 
dial indicator on a micrometer 
scale attached to the side of the 
projector's front plate. 

A second operator interchanges 
the lenses to be tested and checks 
uniformity of back focal length, 
another standard of quality. The 








back focal length is shown by a 
dial indicator on a micrometer 
scale attached to the side of the 
projector's front plate. 

Externally, the projector re- 
sembles a large, streamlined metal 
case, Its hood is mounted on slides 
for quick, easy movement to ad- 
just internal parts, and is designed 
to fit snugly over the projector, to 
prevent light leakage that might 
obliterate the image. 

Che heart of the projector is its 
light source—a 500 watt lamp and 
condenser system. The lamp is 
placed before a small, precision 
mirror which redirects some ol 
the light normally lost, through 
the optical system. A condenser 
lens, mounted in separate cle- 
ments directly before the lamp, 
intensifies the 
light. Aspheric surfaces to provide 
wide angle coverage are a feature 
of the condenser lens. 


concentrates and 


Targets for testing lenses of long 
focal lengths may be readily inter- 
changed in a rotatable metal hold- 
er mounted before the condenser. 
To keep the target from becom- 
ing overheated, the lamp is en- 
cased in a ventilated housing. A 
water cell, installed for the same 
purpose, is an integral part of the 
optical system. 

A second, or short focus, con- 
densing system, mounted in sep- 
arate elements, is used to illumi- 
nate the screen properly. Directly 
behind the condenser is a remov- 
able ground glass which diffuses 
the light for certain types of in- 
spection, A second holder, located 
in front of the short focus con- 
densing system, retains the short 
focus target, 

The lens to be tested is placed 
in the front plate of the instru- 
ment, and projects the target im- 
age on the screen. A_ rotating 
support, moved by remote control 
to best operating position, holds 
the lens in place. 


A slow speed, 4 RPM motor 


provides the motivating force 


which moves the lens back and 


TYPE TITLES 


.. . DuiIt up to a STANDARD 
not down to a PRICE 
THE KNIGHT STUDIO 


Type Titles for Motion Picture 
and Slidefilm Producers 





341 E. OHIO STREET - CHICAGO 11, ILL 
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forth along its axis, which is nor- 
mal, or perpendicular, to the sur- 
face of the target. A _ remote 
control device, consisting of two 
switches enclosed in a small plas- 
tic case, controls the movement 
of the lens. 

Position of all component parts 
of the projector may be indepen- 
dently adjusted for 
performance. All 
mounted and properly aligned to 


maximum 
elements are 


insure 100 percent. accuracy in 
testing the lens. 


Midwest SMPE Convention 

Wiil Feature 16mm Field 

@ Latest developments in the pro- 
duction and use of 16 mm motion 
pictures for television, business 
and education will be presented 
at the 61st semi-annual con, ention 
of the Society of Motion Picture 
Engineers, to be held at the Drake 
Hotel, Chicago, April 21 to 25 
inclusive, 

Major emphasis will be placed 
on technical papers dealing with 
various aspects of 16 mm motion 
pictures, including television and 
other applications, and all phases 
of studio and stage techniques 
applicable to both the 
films and television. 


narrow 


The coming convention will be 
the first in several years to be held 
by the society in Chicago, Past 
meetings have been held either in 
New York or Hollywood. 

Committee chairman, vice chair- 
man, and assistants for the con- 
vention, have been named: Local 
Arrangements, A, Shapiro (Chair- 
man of the Midwest Section of 
SMPE), chairman; Papers, Gor- 
don A. Chambers, chairman, and 
area vice chairmen R. T. Van 
Niman (Midwest) , 4431 W. Lake 
Street, Chicago; Herbert Barnett 
(East Coast), 92 Gold St., New 
York City; N. L. Simmons (Pa- 
cific Coast), 6708 Santa Monica 
Blvd., Hollywood; and H. S. 
Walker (Canada), 1620 Notre 
Dame Street, Montreal; Publicity, 
Harold D. Desfor, chairman, as- 
sisted by Leonard W. Bidwell, J]. 
H. Booth, and S. A. Lukes; Regis- 
tration and Information, W. C. 
Kunzmann, chairman, assisted by 
E. R. Geib, G. W. Colburn, H. B. 
Engel, R. E. Lewis, and L. H. 
Walters; Luncheon and Banquet, 
W. C. DeVry, chairman; Hotel 
and Transportation, H. A. Witt, 
chairman, with C, H. Stone; Mem- 
bership and Subscription (Mid- 
west Section), Tom Ress, chair- 
man; Ladies Reception Commit- 
tee, Mrs. A. Shapiro, hostess; 35 


mm Projection Program, S. A. 


Lukes, chairman, 
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TALK ABOUT FILM ACCESSORIES! 
Noeuwmade HAS EVERYTHING 


REEL BANDS 
FILM CEMENT 






PRODUCTS 


423 LENDS ee eee 8 aes 


CORP. 


NEW YORK.NY. 


A NATIONAL DIRECTORY OF VISUAL EDUCATION DEALERS 


EASTERN STATES 


* CONNECTICUT - 
Audio-Video Company of New 
England, 110 Wall St., Norwalk 
Audio-Visual Corp., 53 Allyn St., 

Hartford. 
Bridges Motion Picture Service, 
244 High St., Hartford.5. 
* DISTRICT OF COLUMBIA > 
Jam Handy Organization, Inc., 
Transport’tn Bldg., Washington 6. 
Paul L. Brand & Son, 2153 K Str., 
Washington 7 


* MAINE > 
D. K. Hammett, Inc., 620 Congress 
St., Portland 3. 

* MARYLAND - 
Collins Motion Picture Service, 
502) St. Paul St., Baltimore 2. 
Folkemer Photo Service, 927 Poplar 

Grove, Baltimore 16. 
Kunz Motion Picture Service 
432 N. Calvert St., Baltimore 2. 
Stark Films, 537 N. Howard St., 
Baltimore 1. 
* MASSACHUSETTS *- 
Audio-Video Company of New 
England, 30 Huntington Ave., 
Boston 16. 
Audio-Visual Corp., 116 Newbury 
St., Boston 16. 
Jarrell-Ash Company, 165 Newbury 
St., Boston 16. 
Wholesome Film Service, Inc., 20 
Melrose St., Boston 16. 
South End Film Library, 56 Val 
lonia Ter., Fall River. 
Stanley-Winthrops, Inc., go Wash 
ington St., Quincy 69. 
Bailey Film Service, 711 Main St., 
Worcester 8. 
* NEW HAMPSHIRE - 
A. H. Rice and Co., Hollis, N. H. 


* NEW JERSEY - 
Art Zeiller, 868 Broad St., Newark 2. 
Slidecraft Co., South Orange, N. J. 


* NEW YORK - 

Hallenbeck & Riley, 562 Broadway, 
Albany 7. 

Wilber Visual Service, 119 State St. 
Albany. (Also New Berlin, N. Y.| 

Buchan Pictures, 79 Allen St., Buf 
falo. 

Charles J. Giegerich, 42-20 Kissena 
Blvd., Flushing. 

Association Films, 347 
Ave., New York 17. 

(Y.M.C.A. Motion Picture Bureau) 

Bertram Willoughby Pictures, 
Inc., Suite 600, 1600 Broadway, 
New York. 

Brandon Films, Inc., 1600 Broad 
way, New York 19. 

Catholic Movies, 220 W. 42nd St., 
New York. 

Comprehensive Service Co., 245 W. 
55th St., New York 19. 

The Jam Handy Organization, 
Inc., 1775 Broadway, New York 18. 


Madison 


USE THIS DIRECTORY 


Institutional Cinema Service, Inc., 
1560 Broadway, New York 19. 
King Cole’s Sound Service, 340 

Third Ave. at 25th St., N. Y. C. 10. 
Knowledge Builders Classroom 
Film, 625 Madison Ave., New 
York 2. 
Otto Marbach, 630 oth Ave., New 
York. 
Mogul Bros., Inc., 68 W. 48th St., 
New York City. 
Nu-Art Films, Inc., 145 W. 45th 
St., New York 19. 
S. O. S. Cinema Supply Corp., 449 
W. 42nd St., New York 18. 
Specialized Sound Products Co., 
551 Fifth Ave., New York 17. 
Sullivan Sound Service, 475 Fifth 
Ave., New York 17. 29 Salem Way, 
Yonkers. 34 Palmer, Bronxville. 
John E. Allen, Inc., Box 383, Roch- 
ester 7. 
Ideal Motion Picture Service, 371 
St. Johns Ave., Yonkers 4. 
* PENNSYLVANIA °+ 
J. P. Lilley & Son, 277 Boas St., Har- 
risburg. 
Also 152 Pine St., Williamsport. 
Kunz Motion Picture Service 
1319 Vine St., Philadelphia 7. 
Lippincott Pictures, Inc., 4729 Lud- 
low St., Philadelphia 39. 

Jam Handy Organization, Inc., 
1028 Forbes St., Pittsburgh 19. 
Karel Sound Film Library, 410 

Third Ave., Pittsburgh 19. 
- RHODE ISLAND - 
Audio-Visual Corp., 268 West- 
minster St., Providence. 
* WEST VIRGINIA - 
J. G. Haley, P. O. Box 703, Charles 
ton 23. 
United Specialties, 816 W. Vir- 
ginia St., Charleston 2. 
Apex Theatre Service & Supply, 
Phone 24043 Box 1389 
Huntington. 


SOUTHERN STATES 


* ALABAMA + 
Wilfred Naylor, 1907 Fifth Ave., 
No., Birmingham 1. 

Stevens Pictures, Inc., 526 20th St., 
N., YMCA Bidg., Birmingham. 
Jos. Gardberg, 705 Dauphin St., 

Mobile 16. 
John R. Moffitt Co., 194 S. Perry 
St., Montgomery. 
* FLORIDA *+ 
Norman Laboratories & Studio, 
Arlington Suburb, Jacksonville. 
Orben Pictures, 1137 Miramar Ave., 
Jacksonville 7. ‘ 
Ideal-Southern 16mm Pictures Co., 
132 S. Miami Ave., Miami 36. 
Stevens—Pictures, 9536 N. E. Sec- 
ond Ave., Miami. 
Bowstead’s Camera Shop, 1039 N. 
Orange Ave., Orlando. 
- GEORGIA + 
Calhoun Company, |01 Marietta St., 
Atlanta 3. 


TO LOCATE THE BEST IN EQUIPMENT, FILMS AND 


Ideal Pictures Corp. of Georgia, 
52 Auburn Ave., N.E., Atlanta. 
Stevens Pictures, Inc., 101 Walton 

St., N. W., Atlanta 3. 
Strickland Film Co., 141 Walton 
St., N. W., Atlanta 3. 


* KENTUCKY > 
D. T. Davis Co., 178 Walnut St., 
Lexington 34. (Also Louisville.) 


* LOUISIANA + 

Stanley Projection Company, 211 
Murray St., Alexandria. 

Jasper Ewing & Sons, 725 Poydras 
St., New Orleans 12. 

Southern Pictures Company, 1024 
Bienville St., New Orleans. 

Stirling Motion Picture Co., 2005 
Ferndale Ave., Baton Rouge 15. 

Ideal Southern Pictures Co., 826 
Barrone St., New Orleans. 


* MISSISSIPPI + 
Herschel Smith Company, 119 
Roach St., Jackson 110. 


* NORTH CAROLINA - 
Carolina Industrial Films, 404 Lib 
erty Life Bldg., Charlotte 2. 
National Film Service, 14-20 Glen 
wood Ave., Raleigh. 


- SOUTH CAROLINA - 
Calhoun Company, 1110'% Taylor 
St., Columbia 6. 


* TENNESSEE > 

Frank L. Rouser Co., Inc., P. O. 
Box 2107, Knoxville 11. 

Tennessee Visual Education Serv- 
ice, P. O. Box 361, Journal Bldg., 
Knoxville. 

Ideal Pictures Corp., 18 S. 3rd St., 
Memphis. 

Southern Visual Films, 687 Shrine 
Bldg., Memphis. 

Tennessee Visual Education Serv- 
ice, Maxwell House Office Bldg., 
Nashville. 


* VIRGINIA + 
Walker C. Cottrell, Jr., 408-10 E. 
Main St., Richmond 19. 
Ideal Pictures, 219 E. Main St., 
Richmond 19. 
National Film Service, 309 E. Main 
St., Richmond. 


MIDWESTERN STATES 


* ARKANSAS + 
Democrat Printing and _ Litho- 
graphing Co., Little Rock. 
Grimm-Blacklock Co., 719 Main St., 
Little Rock. 


* ILLINOIS + 
Father Hubbard Educational 


Films, 188 W. Randolph St., Chi- - 


cago I. 

Ideal Pictures Corp., 28 E. 8th St., 
Chicago. 

International Film Bureau, Inc., 
84 E. Randolph St., Chicago 1. 


Jam Handy Organization, Inc., 
230 N. Michigan Ave., Chicago 1. 

McHenry Educational Films, 64 E. 
Jackson Blvd., Chicago 4. 

Midwest Visual Equipment Co., 
4509 N. Damen Ave., Chicago 25. 

Association Films (Y.M.C.A. Mo- 
tion Picture Bureau), 19 S. La 
Salle St., Chicago 3. 

Stinson Projector Sales, 521 S%. 
Lombard Ave., Oak Park. 


* INDIANA + 
Burke’s Motion Picture Co., 434 
Lincoln Way West, South Bend 5. 


* IOWA + 
Pratt Sound Film Service, 805 
Third Ave., S. E., Cedar Rapids. 
Ryan Visual Aids Service, 409-11 
Harrison St., Davenport. 


* KANSAS-MISSOURI + 

Audio Visual Aids, Broadview Hotel 
Bldg., Wichita, Kas. 

Kansas City Sound Service Co., 
Room 1, Lobby floor, 926 McGee 
St., Kansas City 6, Mo. (Ideal Pic- 
tures ) 

Erker Bros. Optical Co., 610 Olive 
St., St. Louis 1. 

Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5. 


* MICHIGAN - 

Cosmopolitan Films, 3248 Gratiot 
Ave., Detroit 7. 

Engleman Visual Education Serv- 
ice, 4754-56 Woodward Ave., De- 
troit 1. 

Jam Handy Organization, Inc., 
2821 E. Grand Blvd., Detroit 11. 

Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 

Locke Film Library, 120 W. Lovell 
St., Kalamazoo 8. 

Gillespie Visual Education Service, 
220 State St., St. Joseph. 


* MINNESOTA * 
Midwest Audio-Visual Company, 
1504 Hennepin Ave., Minneapolis 
3. 
National Camera Exchange, 86 S. 
Sixth St., New Farmers Mechanics 
Bank Bldg., Minneapolis 2. 


* NEBRASKA > 
Church Film Service, 2595 Mander- 
son St., Omaha 11. 


* OHIO + 

Franklin Films, Inc., 287 W. Ex 
change St., Akron 3. 

Lockard Visual Education Service, 
922 Roslyn Ave., Akron 2. 

D. T. Davis Co., 911 Main St., Cin- 
cinnati, 2. 

Ralph V. Haile & Associates, 215 
Walnut St., Cincinnati. 
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Manse Film Library, 2514 Clifton 
Ave., Cincinnati 19. 

Fryan Film Service, 3228 Euclid 
Ave., Cleveland 15. 

Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 

Visual Communications, Inc., 2108 
Payne Ave., Cleveland 14. 
Jam Handy Organization, Inc., 
310 Talbott Building, Dayton 2. 
Murray Motion Picture Service 
Co., 879 Reibold Bldg., Dayton 2. 

The Dayton Film, Inc., 2227 Hep- 
burn Ave., Dayton 6. 

Twyman Films, Inc., 29 Central 
Ave., Dayton 1. 

Martin Sound Systems, 50 Charles 
Ave., S.E.,Massillon. 

Gross Photo Mart, Inc., 524 Mad- 
ison, Toledo 4. 

E. L. Moyer, P. O. Box 236, Wayne. 

Thompson Radio and Camera Sup- 
plies, 135 S. 6th St., Zanesville. 


* WISCONSIN *- 
Photoart House, 844 N. Plankinton 
Ave., Milwaukee. 
Gallagher Film Service, Green Bay. 


2 2 2 2:9. ee 


* CALIFORNIA - 

Donald J. Clausonthue, 
Craig Ave., Altadena. 

Donald Reed Motion Picture Serv- 
ice, 8737 Wilshire Blvd., Beverly 
Hills. 

Camera Craft, 6764 Lexington Ave., 
Hollywood 38. 

Coast Visual Education Co., 6058 
Sunset Blvd., Hollywood 28. 10022 

Hollywood Camera Exchange, 1600 
N. Cahuenga Blvd., Hollywood 28. 

Craig Visual Aid Service Co., 1053 
S. Olive St., Los Angeles 15. 

Ideal Pictures Corp., 2408 W. 7th 
St., Los Angeles. 

Jam Handy Organization, Inc., 
7046 Hollywood Blvd., Los An- 
geles 28. 

Ralke Company, 829 S. Flower St., 
Los Angeles 14. 

Screen Adettes, Inc., 1709 W. 8th 
St., Los Angeles 14. 

Training Aids, Inc., 7414 Beverly 
Blvd., Los Angeles 36. 

Carroll W. Rice, 19 Estrella Ave., 
Piedmont, Oakland 11. 

Association Films (Y.M.C.A. Mo- 
tion Picture Bureau), 351 Turk 
St., San Francisco 2. 

Craig Visual Aid Service Co., 149 
New Montgomery St., San Fran- 
Cisco 5. 

Hirsch & Kaye, 239 Grant Ave., 
San Francisco 8. 

Photo & Sound, Inc., 116 Natoma 
St., San Francisco 5. 

Screen Adettes, Inc., Sixty-Eight 
Post Bldg., 68 Post St., San Fran- 
cisco 4. 

Shadow Arts Studio, Wickenden 
Bldg., P. O. Box 471, San Luis 
Obispo. 
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Herbert M. Elkins Co., 10116 Ora 
Vista Ave., Sunland, L. A. County. 


* COLORADO + 


Ideal Pictures Corp., 714 18th St., 
Denver 2. 


-IDAHO-s 
Howard P. Evans, Audio-Visual 
Equipment, 305 N. gth, Boise. 
Williams Photo Service, 1007 Main 
St., Boise. 


* OKLAHOMA: 


Vaseco, 2301 Classen, Oklahoma City 
6. 

Oklahoma Visual Education 
Service, 312 N. W. Second St., 
Oklahoma City 2. 

* OREGON - 

Cine-Craft Co., 1111 S. W. Stark St., 
Portland 5. 

Evangel Picture Service, 420 S. W. 
Washington St., Portland 4. 

Ideal Pictures Corp., 915 S. W. 
10th Ave., Portland. 

Moore’s Motion Picture Service, 
306-310 S. W. Ninth Ave., Port- 
land 5. 

Screen Adettes, Inc., 611 N. Tilla- 
mook St., Portland 12. 


* TEXAS - 


Association Films (Y.M.C.A. Mo- 
tion Picture Bureau), 1700 Pat- 
terson Ave., Dallas 1. 

Audio Video Institute, 1501 Young 
St., Dallas. 

The Educational Equipment Co., 
David F. Parker, 1909 Commerce 
St., Dallas 1. 

George H. Mitchell Co., 712 N. 
Haskell, Dallas 1. 

National-Ideal Pictures, 2024 Main 
St., Dallas. 

Visual Education, Inc., 12th at La- 
mar, Austin. Also, 602 N. St. Paul, 
Dallas 1; P.O. Box 1285, Ft. Worth; 
3905 S. Main, Houston 4. 


* UTAH - 
Audio-Visual Supply Co., 1122 E. 
8th South, Salt Lake City 2. 


Evangel Picture Service, 237 East 
1st South, Salt Lake City 1. 


* WASHINGTON - 
Craig Visual Aid Service Co., 1106 
E. Union St., Seattle 22. 
Rarig Motion Picture Co., 5514 
University Way, Seattle 5. 
Evangel Picture Service, 426 Peyton 
Bldg., Spokane 8. 
Rarig Motion Picture Co., 
East 1511 Third Ave., Spokane. 


* HAWAII - 


Motion Picture Enterprises, 121 S. 
Seretania Honolulu, T. H. 


* FOREIGN 


* CANADA - 


General Films Limited 








Head Office: 

1534 Thirteenth Ave., Regina, Sask. 

Branches: 

335 W. Georgia St., Vancouver, 
a 

810 Confederation Life Bldg., Win- 
nipeg, Man. 

156 King St., West, Toronto, Ont. 

1396 St. Catherine St., Montreal. 

760 Main St., New 


Brunswick. 


Moncton, 


10022 102nd St., Edmonton, Alta. 


Arrow Films Limited, 1115 Bay 


St., Toronto 5, Ontario. 


Also: 1540 Stanley St., Montreal, 


Quebec. 


H. de Lanauze, 1027 Bleury St., Mont- 


real, Quebec. 


Radio-Cinema, 5011 Verdun 


Montreal, Quebec. 








BUSINESS AND INDUSTRIAL FILM USERS PLEASE NOTE: 


There's a Competent Audio-Visual Specialist 


for Equipment, Films & Service in Your Town! 


(AND HE’S LISTED IN THIS NATIONAL DIRECTORY) 


As a service to business and industrial film users the Edi 


tors of Business ScREEN provide this national directory 


service to help you contact convenient, local sources for 


projection equipment, maintenance and repair, projection 


service, accessories and film library facilities, 


These are 


the specializing visual education dealers who can help 


meet your audio-visual problems and needs. 


More than a hundred of the firms listed in these pages 


served as official U.S. government film depositories du 


ing the war period and after. Practically all reyiresent 


leading national equipment 


and accessory lines. They 


offer you the best in projection and service, backed by 


principles and ethics of a national dealer organization. 


There’s a visual education dealer in your town or nearby! 


* 


Your Local Audio-Visual Dealer Offers 


NATIONALLY ADVERTISED EQUIPMENT LINES 
PROJECTION SERVICE AT FAIR RATES 
MODERN FILM LIBRARY TITLES & FACILITIES 


EQUIPMENT SERVICE 


AND MAINTENANCE 


LAMPS, TUBES, AND ESSENTIAL ACCESSORIES 
SUCH AS ALL TYPES OF PROJECTION SCREENS 


But Most of All He Provides 


A Spec ialist’s Interest in Your Problems! 


FOR YOUR AUDIO-VISI 


THE NATIONA 


OF VISUAL EDUC 


ATION 


AL, NEEDS REFER TO 


x BSERECT ORF 
DEALERS 








USE THIS DIRECTORY TO LOCATE THE BEST IN EQUIPMENT, FILMS AND PROJECTION SERVICE 


| 
| 





Ave., 














TWINLENZ 
METHOD 


too. — $12.50 





MODERNIZE 
Your Sales 
Presentation 


Equip your sales force with the TWINLENZ 
VIEWER, the streamlined visual] selling aid. One 
picture is still the equal of ten thousand words. 
Here is a method that is the equivalent of slide 
projection but more practical for presentation. 
Your salesman need not request permission to 
set up equipment for a showing. No expensive, 
bulky apparatus, no darkened offices or props — 
it’s as simple and quick as showing a brochure. 
Just slides and TWINLENZ VIEWER — which 
will take up little space in a brief case. 


TWIN-LENZ VIEWER is 
arrangement of optical elements which imparts a 
3 dimensional effect to single picture slides and 
gives a magnification equal to that of projection. 
No squinting, there’s a lens for each eye. Low 
cost, no upkeep, no adjustments, sturdy construc- 
tion. Ready for instant use in your desk drawer, 


based on a new 


Write us and let us tell you how TWINLENZ 
VIEWER can help! 


‘ 


ERGFTSMENS GUILD 


6916 Romaine, Dept. BS, Hollywood 38, California 








BLOWER CODED 


MORE BRILLIANT PROJECTION! 
GREATER SLIDE PROTECTION! 
MORE CONVENIENT OPERATION! 


The GoldE Filmatic enables you 
to make the most effective use of 
all three types of still projection 
material. Can be changed from 
film to slide showing in a jiffy! 





AND LIGHT 
WEIGHT, TOO 


MOTOR-DRIVEN FORCED AIR COOLING 
plus heat filter permits use of 300 as 

well as 200 or 100 watt lamp, yet safe- 

pe precious slides or film against 
eat damage. 


NO REWINDING NECESSARY... film is 
ready for showing right after use. 


SMOOTH PRECISE FOCUSING to hairline 
sharpness. 


ANASTIGMAT PROJECTION LENS (5” f:3.5). 


EASILY ADJUSTABLE for either horizon- 
tal or vertical pictures. 


MANUMATIC SLIDE CARRIER automati- 
cally stacks slides in sequence. 


GoldE Manufacturing Co. Dept. B, 1220 West Madison St 


Chicago 7, U.S.A 








News about events 


IN THE PICTURE PARADE 


@ Hawtey-Lorp, Inc. has re- 
cently published a 1947 catalog 
listing 18 of the company’s out- 
door subjects and sport films 
which are available at this time. 

New releases which have been 
added to the list are two Van 
Campen Heilner pictures, Blue 
Geese and Jumpers, two ski films, 
Ski Safari and Ski Novice, Wild 
Fowl in Slow Motion and Louise 
Branch’s fine new dog picture, 
Puppy Trouble, narrated by Low- 
ell Thomas and Helen Hayes. 

In line with the surge of inter- 
est aroused in the past year for 
sport films of all types, Hawley- 
Lord are planning an extensive 
production schedule during 1947. 
The new catalog can be obtained 
by writing to 61 West 56th Street, 
New York 19, New York. 


« * * 


@ Puitie RAGAN, film producer, 
and president of PHitip RAGAN 
Associates, Inc, of Philadelphia, 
has completed One World o1 
None, an animated motion pic- 
ture based on the destructive 
power of atomic energy. The film 
was produced for The National 
Committee on Atomic Informa- 
tion in Washington, with the 
technical assistance of The Amer- 
ican Federation of 
Raymond Swing did the commen- 
tary. 


Scientists. 


Ragan is now at work on an- 
other film dealing with the posi- 
tive and constructive aspects of 
atomic energy. This film and its 
predecessor are part of a series of 
Ragan Public Service Films aimed 
at world peace. Other subjects 
will include World Government, 
World Trade, Education in the 
Atomic Era and Russia. 


Projectionist’s 
Handbook Ready 

@ The latest edition 
of the Audio-Visual 
Projectionist’s  Hand- 
book, the industry's 
first completely 
graphic “visual aid” 
for good showman 
ship in the 16mm and 
slidefilm field has just 
been released for na- 
tional sale. Copies 
sell at only $1.00, 
postpaid, to anv- 
where in the U.S. or 
abroad.. 





4 hitation 


Art Service and 


robf.H. BE MILLER Prod. 


| 220 So. Electric -- Ahhambra, Cal. 


@ Announcing the recent comple- 
tion of a thirty-minute animation 
and live action color film, Easy 
Does It, for the Stokely-Van Camp 
Corporation, Hugh Harman Pro- 
ductions has announced plans for 
expansion and concentration in 
the commercial field. 

The Stokely picture, which is 
about 70 percent animation of 
high theatrical quality, is one of 
the most extensive dealer sales 
pictures ever made by this sponsor. 
The Stokely-Van Camp retail sell- 
ing plan is presented in a cartoon 
story. The film is designed express- 
ly for showing to retail store own- 
ers and managers and will be dis- 
tributed directly by the Stokely 
sales organization. 

Hugh Harman Productions, 
formed in 1941, has had extensive 
experience in the production of 
special purpose films. During the 
war, many films were produced 
for the armed services and for the 
government. These included sev- 
cral animation-live action Tech- 
nicolor productions for the U. S. 
Public Health Service. Since the 
war, Harman has produced sev- 
eral sponsored films including: 
Winky the Watchman, an educa- 
tional cartoon on care of the teeth, 
produced for the State of Tennes- 
see under the technical supervision 
of the U.S. Public Health Service; 
and Parade of Progress, a. docu- 
mentary type of sponsored film, 
on the growth and development 
of the San Francisco Bay Area 
produced for the Key System. 

Harman's background and ex- 
perience in cartoon production 
began with his association with 
Rudolf Ising in 1922. Together 
they originated and produced the 
first three-year series of Looney 
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Tunes and Merrie Melodies from 
1930 through 1933. From 1934 to 
1942 they released their Techni- 
color cartoons through MGM. 
These pictures won many awards, 
including nomination for the No- 
bel Prize for Harman’s Peace on 
Earth. 


“Portrait of a City” is 

Film for Hamilton, Canada 

@ One of the first major film 
promotion vehicles for a Canadi- 
an Community is the recently re- 
leased Portrait of a City. The new 
16 mm production is in color, 20 
minutes’ showing time, and was 
produced for the Chamber of 
Commerce of the City of Hamil- 
ton by Associated Screen News 
Limited. 

Designed to serve for both tour- 
ist and industrial - promotion, 
Portrait of a City shows early 
Hamilton, before and during the 
founding of the city, in a costume 
sequence. It leads directly into 
modern life in the city as it is to- 
day, showing its strategic location 
and scenic setting. 


Bolivar Films Purchases U. 
Equipment for Venezuela 

@ G. Vittecas B., president of 
BoLivaAr Fits, has announced the 
recent purchase of over $100,000 
of U.S. motion picture and sound 
equipment, 

Mr. Villegas and his technical 
representative, FRANK GIOVANELLI, 
have completed a six weeks tour 
of the United States and Mexico. 
He forecasts a greatly expanded 
Venezuelan movie industry, with 
the sale to date of several full 
length feature pictures to Ameri- 
can distributing companies in 
that country. Bolivar Films are 
now in production on educational 
and documentary films and news- 
reels for use in that country. 

Among the items of equipment 
purchased by Bolivar Films were 
sound recorders, microphones and 
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stage equipment from Reeves 
Sound Studios and Reeves Inter- 
national, Mitchell Cameras and 
Bell and Howell printing ma- 
chines. In addition, units were 
secured for reducing 35 mm film 
to 16 mm, making possible for 
the first time the production of 
16 mm prints for use in Vene- 
zuela’s expanding field of 16 mm 
projector owners. 


TELEVISION’ BRIEFS 
*% Edward R. Evans, formerly 
with RKO Pathe, Inc., has been 


appointed film supervisor at 
WCBS-TV. 





* * * 

As part of the hearings being 
conducted by the F.C.C. on a CBS 
petition for establishment of me- 
chanical color television stand- 
ards, WCBS-TV recently telecated 
an hour-long color program suc- 
cessfully from New York to Bronx- 
ville, as a test in broadcasting to 
“more difficult” 
New York area, 

* * * 

New Automobiles, ABC telefilm 
recently produced for the Auto- 
mobile Manufacturers’ Associa- 
Lion, is receiving wide distribution 


locations of the 


to automobile dealers, business 
associations, service and luncheon 
clubs, farm and labor organiza- 
tions, schools and colleges. It is 
estimated that 10,00,000 people in 
the United States and Canada will 
eventually see the film. 
* * * 

The May 1947 total eclipse of 
the sun will be filmed “on loca- 
tion” in Brazil by NBC’s television 
film department. NBC's crew will 
accompany the AAF-National 
Geographic Society expedition, 

. - * 

The National Retail Dry Goods 
Association is promoting the idea 
of using film commercials for tele- 


vision sponsorship by retailers. 


* ~ ” 





@ Chicago is enjoying 
a mild television 
boom with the ad- 
vent of new DuMont 
sets, which followed 
RCA into this mid- 
western market. 
WBKB is the sole 
program outlet ex- 
cept for experimental 
iclecasts but is doing 
a good sob with sports 
and = special events. 


Receivers have been 


150 S. Wabash Ave., wicely sold to resiau 
ILLINOIS 


rants and cafes where 
audicnees are large. 






































In 16mm. 
A GOOD LABORATORY 


Is Essential 
TO GOOD SOUND 


16mm. sound print requirements demand the be-t in laboratory 
work. High frequency reproduction, so essential to crisp sound 
quality, needs super-accurate printing methods and fine grain 
development. 


Precision Film Laboratories specializes in 16mm. sound print- 
ing and development, using Maurer Optical Printers and 
specially constructed automatic developing machinery for the 
finest results. All sound tracks are printed as a separate opera- 
tion. Years of research and development, concentrated on the 
solution of 16mm. problems, are at your service here. 


16mm. Color or Black and White 
Duplicates—from 16mm. or 35mm. | 


PRECISION | } 


FILM LABORATORITIES 
A Division of J. A. Maurer, Inc. 


21 West 46 Street, New York 19, New York 
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photographed in natural color 


















No one had ever seen what actually transpired inside an electric 
furnace, in natural color and motion, prior to our shooting 
“Melting of Huron Steel.” The heat scorched the paint on our 
camera, and the glare made it impossible to see without special 
dark glasses. But we got the picture—on 16 mm. kodachrome 








—for Allegheny Ludlum Steel Corporation . .. whose motion 
pictures we have produced exclusively for the past nine years. 

Have you a similar motion picture making problem? We'll 
be pleased to discuss the possibilities of photographing it. 

















Mode - Art Pictures, Inc. 





1020 Forbes Street - Pittsburgh, Pa. 


James L. Baker, President 








PROTECTION 
FOR MOVIE FILM 
against 
WEAR ... OIL 
WATER 
CLIMATE - 
SCRATCHES (“2% 
FINGER- 
MARKS 
TREATMENT 
LASTS 
THE LIFE 
OF THE 
FILM 


ASK YOUR DEALER 
VAPORATE CO.,Inc. BELL & HOWELL CO. 


130 W. 46th St. 1801 Larchmont, Chicago 
New York City 716 N. Labrea, Hollywood 














TED NEMETH STUDIOS 


729 SeventH AVENUE 
NEW YORK, N. Y 


Producers of 
MOTION PICTURES - SLIDEFILMS 














For A TRULY FLATTERING SHOWING OF 
YOUR FILM EITHER 35 mm. OR 16 mm 


WHILE YOUR GUESTS ENJOY COCKTAILS, 

LUNCHEON OR DINNER SUPERBLY SERVED 

IN A SETTING OF UNSURPASSED BEAUTY 
THAT WILL SELL YOUR PICTURE 


Mail this coupon for free brochure 


Monte Carlo Plaza 3-5400 
51 East 54th St. 
New York 22, NY 


Please send me more information about the Preview 
Room. | am interested in ( ) 16mm show; ( ) 35mm 
show; { ) slide presentation; ( ) display: with or 
without ( ) luncheon; ( ) cocktails; ( ) dinner 
Number of persons 


Name 
Address 











RKO-Pathe N. Y. Studios: 


(CONTINUED FROM PAGE TWENTY-FOUR) 
that several major theatrical productions will 
be undertaken in the new building. As sev- 
eral companies may operate simultaneously, 
RKO Pathe is offering the studios to other 
producers when facilities are available at $750 
per day for the actual equipment used, o1 
$2250 per day over-all, including all produc- 
tion personnel required. 

Pathe Industries, Inc., owner of the build- 
ing operated by RKO Pathe, will transfer its 
processing laboratory at Bound Brook, New 
Jersey, to an adjoining building now under 
construction next door to the new studio. 

Pathe’s new facilities are unique in several 
respects, The studio will be the first fully 
self-sufficient establishment for film production 
in the East. It is the only vertical studio in 
the United States, with stages on four floors, 

In the basement and on the ground floor 
are a modern restaurant, air conditioning 
equipment, building machinery and the serv- 
ice lab of Pathe Industries. 

On the second and third floors is the largest 
shooting stage (one of five sound stages in the 
studio), measuring 95 x 80 x 32 feet high. 
All four walls and ceiling are covered with 
2-inch rock wool sound-proofing. Also on these 
floors are completely equipped carpenter 
shops, dressing rooms and cosmetician’s rooms. 

The fourth floor contains laboratory, offices, 
vaults, cutting rooms and screening room. 

On the fifth and sixth floors are two more 
sound stages, both 63 x 30 x 22 feet, with a 
storage room between them. 

On the seventh and eighth floors are music 
scoring rooms “A” and “B’. “A” is consid- 
ered the finest music recording room in the 
East, containing the very latest in modern 
acoustical equipment. (Capitol records have 
contracted for night-time use of this room for 
disc recording.) “B” is laid out as a combina- 
tion theatre and dubbing room, At the pro 
jection screen end of the room are hung 
adjustable drapes to provide for acoustic 
adjustments. The monitor booth for dubbing 
and re-recording is located here also. 

Ninth to eleventh floors contain offices and 
cutting rooms. 

I'wo permanent and one mobile RCA sound 
channels are installed in the new Pathe studio. 
(One can be used for location work if re- 
quired.) The two recorders of these channels 
may be used to record two productions simul- 
taneously or the two recorders may be fed in 
parallel from either channel synchronously. 
There are six film dubbing heads. However, 
two of these film dubbing heads may also be 
synchronously driven. All dialogue mixing is 





Personalized 


M_ Motion Picture Projection Service to 

1 M Clubs, Lodges, Grange, Womens Clubs, 

Schools and Church showings. De- 

pendable operators and equipment. One time or 

long runs in Mass., N. H. and Vt. Have excellent 

list, for showings in this area for Quality Industrial 
and Commercial Films. 


GRANVILLE R. RAUSCH, 


P. O. Box 67 Arl. 2660 Arlington 74, Mass. 








accomplished by means of two-way standard 
monitor speakers supplemented, if necessary, 
by ear phones. There are two projectors lo- 
cated on the upper or eighth floor level. One 
of these supplies projection for the theatre re- 
recording stage, The other is used to project a 
picture to the scoring stage screen where both 
the conductor of the orchestra and the scoring 
mixer can view it through a triple glass win- 
dow located between the music scoring stage 
and the re-recording room. These projectors 
can be driven by either synchronous or selsyn 
motors, both types being mounted on a com- 
mon shaft. If necessary, these projectors may 
be interlocked with each other and with other 
component parts of the recording system. 


There are two disc recorders driven by 
synchronous motors. Disc-playback may be had 


in either or both music scoring stages and 
re-recording room simultaneously. The re- 
cording equipment is located in the central 
plant with a patch field to all studios, Below 
this “recording central” and connected by 
spiral stair-well are located the six film dub- 
bing heads, The recording channels are ex- 
tremely flexible and permit disc to film, film to 
film, film to disc and disc to disc re-recording. 


-e LENSES-- 


BARGAIN SPECIALS 
for use on 


EYEMO 
CAMERAS 


SOLD ON 
15 DAY 
TRIAL 
BASIS 


ORDER DIRECT FROM THIS LIST 


i” F:4.5 Bell & Howell Wide Angle Anastig- 
mat in fixed mount $ 59.50 
1”  F:2.3 Kinar Wide Angle in focusing mount 
Similar to B&L Baltar) 99.50 
2%” F:1.5 Schneider Kenon in focusing mount, 
coated 224.50 
F:2 Schneider Xenon in focusing mount, 
coated 118.00 
F :2 Steinheil Anastigmat in focusing mount 
coated 119.50 
F:3.8 Schneider Tele-XNenar in focusing 
mount, coated 95.00 
F.2.5 Optis Anastigmat in focusing mount, 
coated ‘ 99.50 
1.8 Erneman Ernostar in focusing mount, 
coated 199.50 
F:3.8 Schneider Tele-XNenar in focusing 
mount, coated .. 129.50 
2.3 Schneider Xenar in focusing mount, 
coated aa 325.00 
*:2.3 Astro Pan Tachar in focusing mount, 
coated .. , 343.75 
F:3.5 Erneman Ernon in focusing mount, 
coated ° 
F:1:8 Astro Pan Tachar in focusing mount, 
coated 445.00 
F:2.3 Astro Pan Tachar in focusing mount, 
coated 365.00 
F:3.5 Erneman Ernon in focusing mount, 
Ee 118.00 
F.4.5 Bell & Howell Anastigmat in focus 
mount with yellow filter. . - 206.25 
F:5.5 Hugo Meyer Tele Megor in focus 
mount, coated . 199.50 
Foot 35mm Magazines for Bell & Howell 
Eyemo and Professional cameras 49.50 
Sold on 15 day trial basis. Many others avail- 
able. Write for Lens List BS3. Will buy your 
surplus fenses and cameras for cash. Tell us 
what you have! 


BURKE & JAMES, INC. 


Photo Supplies Since 1897 
321 So. Wabash Ave., Chicago 4, Ill. 


144.50 




















orsemare_. 











The picture 


of ease 


Does your product save work? Does 
it save time? Does it save money? 

No matter what your product’s 
particular advantages are, you can 
demonstrate them most resultfully 
with sales films. 

For, as advertising’s most expres- 
sive medium, sales films give you 
pictures—to show people what your 
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--- to dramatize your product’s 
work-saving advantages ... use films, 
advertising’s most expressive medium 


product looks like; motion—to show 
how it works; color—to make it 
warm, true to life; sound—to explain 
the “‘whys”’ and “‘wherefores.”’ 


The film medium is now at its 


best. As a result of improvements 


made during the last few years in 
production technics, in projection 
equipment, in distribution methods, 


the film medium is now at its most 
effective best. 

To take full advantage of this 
improved medium, consult a com- 
mercial film producer. He will show 
you how to dramatize your product 
in terms of greatest customer appeal. 


EASTMAN KODAK COMPANY 
Rochester 4, N. Y. 


* 
5 q e S F : in . ... another important function of photography 





WITH CARE 


The delicate nature of human relations, sate 





in today’s markets, calls for a sensitive dj 

touch and a powerful grasp. : 2, 
In good hands, visual methods provide 

the most effective means of delivering 

the facts or establishing viewpoints n| A AY | H A N D Y f 


dramatically. Onganigdlame 


— for sure delivery 
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VISUALIZATIONS * INDUSTRIAL MOTION PICTURES * TRAINING ASSISTANCE °* SLIDE FILMS 
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